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Making  ends  meet  in  the  media  business  can  be  challenging. 


KeyBank 


Trust  the  financial  experts  who’ve 
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Not  your  father's  AP:  Susan  Plageman, 
a  photo  desk  supervisor,  hard  at  work  at 
AP's  new  headquarters  in  New  York  City. 
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There’s  a  lot  more  to  your  Editor 
&  Publisher  subscription  than 
paper  and  ink!  As  a  subscriber 
you  can  go  online  for  premium  content 
—  at  no  additional  cost. 

This  is  just  some  of  the  valuable 
information  you  can  get  every  day  at 
our  redesigned  and  expanded  Web  site, 
www.editorandpublisher.com: 


•  Breaking  news  updated  hourly,  as  it 
happens,  on  our  main  page  and  in  six 
easy-to-access  mini-sites  (Business, 
Newsroom,  Advertising/Circulation, 
Technology,  Online,  Syndicates). 

•  Web-only  columns  by  E&P  regulars 
and  guest  columnists. 

•  E&P's  expanded  classifieds  to  help 
you  find  your  next  job  in  the 
newspaper  industry. 

•  NewsPeople:  Personnel  shifts 
as  they  happen  daily. 

•  Photo  of  the  Week. 

•  Newslinks:  Latest  news  from 
other  sites. 

•  Special  newsletters,  directories 
and  other  resources. 

•  Early  access  to  current  print  edition. 


Subscribers:  Activate  your 
account  now.  Just  go  to 
www.editorandpublisher.com/activate 
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LETTERS 


THE  WRITE  WAY 

E&P  welcomes  letters.  E-mail  to  letters@ 
editorandpublisher.com,  fax  to  (646) 
654-5370,  or  xorite  to  “Letters,”  Editor 
&  Publisher,  770  Broadway,  New  York, 
NY 10003.  Please  include  name,  title, 
location,  and  e-mail  address.  Letters 
may  be  edited  for  all  the  usual  reasons. 


NOW  THEY’RE  TALKING  SEQUEL 

Nice  piece  on  “The  Bias  Wars” 
(Cover,  August  2004),  not  only 
“fair  and  balanced,”  to  coin  a 
phrase,  but  pretty  exhaustive  and  com¬ 
prehensive  in  presenting  the  data  on 
journalists’  attitudes  and  the  various 
perspectives  on  whether  their  attitudes 
influence  coverage. 

But  how  about  part  two  —  the  actual 
evidence  on  whether  or  not  news  coverage 
is  tilted  in  accordance  with  journalists’ 
attitudes,  and  if  so,  to  what  degree  and  in 
what  circumstances?  There’s  a  lot  of  data 
out  there  from  content  analyses  on  cover¬ 
age  of  various  political  and  social  issues. 
Even  if  you  just  restrict  the  question  to 
straightforward  cases  like  elections,  you 
could  come  up  with  some  direct  answers 
instead  of  competing  opinions. 

ROBERT  LIGHTER 
CENTER  FOR  MEDIA  &  PUBLIC  AFFAIRS 
Washington,  D.C. 

ALL  JOURNOS  NOT  HEATHENS 

Yes,  Pm  a  bleeding-heart  liber- 
al,  but  I  can  cover  both  sides  of  an 
issue  fairly,  no  matter  how  much 
I  disagree  with  the  “other”  side.  Every 
time  I  do  an  article  on  abortion,  I  get 
praise  from  both  sides  for  my  fairness. 

It  doesn’t  matter  how  I  feel;  I  have  to 
portray  both  sides  fairly.  That’s  my  job. 

But  my  biggest  beef  with  people  who 
criticize  the  “liberal  bias”  is,  I  keep  read¬ 
ing  how  we  don’t  go  to  church.  I’d  say  at 
least  half  of  my  colleagues  here  are  affili¬ 
ated  with  a  church  and  many  go  weekly. 

I  sing  in  the  choir  and  have  taught  mid¬ 
dle-school  Sunday  school  for  10  years. 

One  of  my  colleagues  here  is  on  his 
church’s  governing  council.  The  woman 
who  sits  next  to  me  has  been  on  several 
overseas  mission  trips. 

I  find  the  implication  that  we’re  a 
bunch  of  godless  heathens  to  be  deeply 
offensive.  Just  because  I  don’t  believe 
Jesus  would  smile  on  our  invasion  of  Iraq 


or  on  cutting  services  to  the  needy  so  the  1 
wealthy  can  have  even  more  doesn’t  mean  | 
I’m  immoral.  This  oft-repeated  lie  that 
reporters  have  no  religious  conviction 
needs  to  stop,  and  I’m  disappointed  that 
E^P  continues  to  perpetuate  it. 

LESLIE  BOYD 
The  Asheville  Citizen-Times 
Asheville,  N.C. 

HAROLY ‘FAIR  AND  RALANCEO' 

As  A  REPORTER  AT  A  MID-SIZED 

newspaper  in  New  Jersey,  I  can 
say  first  hand  that  liberalism, 
the  hard-left  proactive  type,  permeates 
most  newsrooms.  The  ones  I’ve  been  in, 
anyway.  I’m  sure  you  understand  that  the 
bias  is  usually  evident  not  in  how  things 
are  covered,  but  what  is  covered  in  the 
first  place.  I  guess  the  thing  that  shocks 
me  the  most  is  the  fact  that  many  if  not 
most  of  these  hard-left  type  reporters 
claim  adamantly  that  they  present  the 
news  in  a  fair,  objective  manner.  As  it  is 
in  most  12-step  programs,  admitting  to 
a  problem  is  the  first  step  toward  taking 
corrective  action. 

DAVE  SOMMERS 

Levittown,  Pa. 

EXPANDING  THE  PALETTE  IS  KEY 

1  DON’T  THINK  THE  NUMBER  OF  CON- 

servatives  or  liberals  in  a  given  news-  i 
room  should  matter.  The  problem  is  | 
I  that  too  many  reporters  breathe  their  own  i 
i  exhaust.  That  is,  conservatives  are  getting 
;  their  news  from  conservative  sources,  and 


liberals  are  getting  their  news  from  liberal  i 
sources.  They  also  tend  to  socialize  in  cir-  j 
cles  of  like-minded  individuals.  Because 
of  this,  neither  conservative  writers  nor  , 
liberal  writers  understand  (or  are  even  !  j 
aware  of)  the  many  reasons  their  political 
counterparts  have  for  feeling  a  certain  j 
way  about  an  issue.  Without  a  broad 
understanding  of  the  spectrum  of  view¬ 
points  on  every  issue  a  reporter  covers, 
he  will  inevitably  (and  often  unwittingly)  1 
litter  his  work  with  his  own  assumptions 
about  the  issue. 

I  don’t  think  newspaper  pros  are  help-  j 
less  against  this  problem.  How  many  [ 

reporters  read  both  The  Weekly  Standard  j  | 

and  Mother  Jones?  Yet  they’ve  chosen  j 

a  profession  that  requires  this  sort  of 
committed  research. 

DOUGLAS  BARRICKLOW  j 

PRODUCTION  &  IMAGING  DIRECTOR  j 

KLUV-FM,  Dallas/Fort  Worth  jj 

IS  MEDIA  OWNERSHIP  A  FACTOR? 

I  ENJOYED  YOUR  ARTICLE  ON  “ThE  ^  I 

Bias  Wars”  and  the  various  accompa-  j  { 
nying  articles  and  graphs.  However,  [  j 
conspicuous  by  its  absence  was  any  signif-  j  | 
icant  mention  of  how  media  ownership  | 
dictates  or  influences  coverage.  Don’t  the  i , 
folks  who  own  the  newspapers  and  radio  j 
stations  sometimes  influence  the  final  i  j 
journalistic  product,  either  by  dictum  i  ] 

or  budgetary  pressure? 

TERRY  SMITH 

EDITOR  j 
The  Athens  News  \ 
Athens,  Ohio  I 


- e^50  YEARS  AGO  -- 

NEWSPAPERDOM®  FROM  EDITOR 


SEPTEMBER  4,  1954: 
Mirror  Enterprises  Syndicate 
announced  that  Joe  Dimaggio 
would  cover  the  World  Series  for 
its  newspapers.  The  ex-Yankee 
was  contracted  to  provide  1,000 


words  per  night,  two  advance 
stories,  and  a  wrap-up  piece. 

SEPTEMBER  18,  1954: 
Vermont  Republican  Sen.  Ralph  E. 
Flanders  charged  that  Sen.  Joseph 


&  PUBLISHER 

McCarthy  had  “persistently"  tried 
to  intimidate  the  press,  saying, 
“The  Senate  of  fhe  United  States 
cannot  countenance  any  of  its 
members  to  compel  the  press 
to  do  its  personal  bidding.” 
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LEARNING.  LEADERSHIP.  RESULTS. 


THE  AMERICAN  PRESS  INSTITUTE'S 

2005  SEMINAR  GUIDE  IS  NOW  AVAILABLE. 


New  In  2005 

Seven  new  programs,  many  of  them 
cross-departmental,  to  address  our 
industry's  most  urgent  issues,  including: 

•  Reaching  Latino  Audiences 

•  Advertising  That  Grows  Readership 

•  Power  Days 

•  Assigning  Editors'  Survival  Guide 

•  Attracting  Young  Readers 

•  Financial  Literacy  for 
Nan-Financial  Managers 

•  Performance  Management 


Two  Ways  To  Save!* 

•  Save  20%  off  the  full  tuition  price 
by  reserving  your  space  in  2004 

•  Serve  10%  off  the  full  tuition  price 
by  reserving  your  space  by  a 
seminar's  earlybird  deadline 

For  information  on  all  2005  seminars,  please 
go  to  www.americanpressinstitute.org/seminars. 

To  request  a  copy  of  the  catalog  by  mail, 
please  contact  API's  director  of  marketing, 

Elaine  Clisham,  at  703-715-3321  or  by  e-mail 
at  eclisham@americanpressinstitute.org 

"Please  see  catalog  for  deadlines  and  payment  details.  Discounts 
not  available  for  Authenticity— The  Retreat™,  Executive  Market¬ 
ing,  or  Partnership  for  Readership. 


American 

Press 

Institute 


THE  LEADERSHIP  PLACE 


11690  Sunrise  Valley  Drive  •  Reston,  VA  20191-1498 
www.americanpressinstitute.org 


No  longer  bulletin  bored 


Philly  fanatics 


Like  Clark  Kent,  these  columnists  moonlight 
as  crusaders  for  truth,  justice,  American  way 


.A.  ously  light  reading  day  —  The  Arizona 
Republic  has  launched  Southeast  Valley 
Monday.  The  section  takes  a  homey,  craft- 
like  approach  mimicking  bulletin  boards 
and  scrapbooks,  using  reader  pictures  and 
stories  to  lure  in  readers. 
“We  wanted  a  product 
that  had  a  direct  com¬ 
munity  connection, 
something  accessible 
and  fnendly,”  says  Maiji 
Ranes,  general  manager 
of  Southeast  Valley 
Community  Newspa¬ 
pers,  which  produces 
the  section  that  runs 
Tuesday  through 
Saturday  on  top  of 

I  the  Republic  and 
is  distributed  to 
11.5,000  readers 
in  the  Southeast 
Valley.  (The  Mon¬ 
day  section  runs 
inside  the  paper.) 

Advertisers  love 
it,  especially  those 
that  can’t  afford  to 
run  in  the  Republic. 
Space  is  sold  out,  they  say,  predicting  it 
will  pull  in  about  $312,000  for  the  year. 

Readers  are  taking  a  shine  to  it  too. 

Kids’  sports  pictures  are  everywhere,  but 
the  most  popular  section  is  “How  we  met.” 
Editor  Debora  Britz  says  she’s  stocked 
with  enough  snaps  for  a  couple  of  weeks, 
although  sometimes  they  have  to  weed 
out  the  bathroom  humor.  1 


a  decidedly  different  set  of  beats,  but 
also  do  it  under  some  colorful  personas. 
Although  their  missions  involve  the  same 
basics  of  digging  up  news  and  presenting 
it  well,  a  mix  of  attitude  and  humor  give 
them  a  unique  perspective. 

Currently,  at  least  four  of  these  wacky 
writers  are  regulars  in  the  City  of  Brother¬ 
ly  Love’s  second  largest 
paper:  The  Urban 
Warrior,  a  fatigues- 

clad  woman  who  ^ 

writes  about  city 

living;  Joe  Six- 

pack,  whose 

biweekly  fer- 

mentations 

look  at  the  joys 

and  sorrows  of  beer; 


BY  JOE  STRUPP 

JIMMY  Breslin,  George  Will 

and  Ellen  Goodman  may  be  more 
famous,  but  they’ve  got  nothing  on 
The  Urban  Warrior,  Joe  Sixpack,  or  Riot 
Grrrl.  For  many  readers  of  the  Philadel¬ 
phia  Daily  News,  these  superhero-like 
scribes  who  tackle  local  issues  are  more 
interesting  than  any  nationally  known 
award-winner. 

“It’s  just  our  personality,”  said  Mike 
Days,  Daily  News  managing  editor. 
“People  expect  us  to  educate  them  and 
entertain  them  at  the  same  time.” 

For  nearly  40  years,  according  to  veter¬ 
ans  of  the  paper,  the  Knight  Ridder 
tabloid  has  made  a  name  for  itself  with 

_  some  unusual  columnists 

who  not  only  cover 


Holy  outline,  Batman!  Clockwise  from 
top:  Stinkmeister,  Rip-Off  Ranger,  Riot 
Grrrl,  Phantom  Rider,  and  Jolt  Mistress 
add  “personality”  to  paper 
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If  the  elderly 
can't  fight  their 
own  battles, 
who  will? 


The  Philadelphia  Inquirer 
j  Detroit  Free  Press 

I  The  Miami  Herald 

San  Jose  Mercury  News 
Nuevo  Mundo,  Viet  Mercury 
The  Kansas  City  Star 
The  Charlotte  (N.C.)  Observer 
Fort  Worth  Star-Telegram 
Diario  La  Estrella  (Dallas/Ft  Worth) 
St.  Paul  (Minn.)  Pioneer  Press 
Contra  Costa  Times 


Philadelphia  Daily  News 
Akron  (Ohio)  Beacon  Journal 
Lexington  (Ky.)  HerakJ-Leader 
The  (Columbia,  S.C.)  State 
The  Wichita  (Kan.)  Eagle 
el  Nuevo  Herald  (Miami) 

The  Macon  (Ga.)  Telegraph 
Belleville  (III.)  News-Democrat 
The  (Myrtle  Beach,  S.C.)  Sun  News 
Columbus  ((5a.)  Ledger- Enquirer 
Tallahassee  (Fla.)  Democrat 


The  (Biloxi,  Miss.)  Sun  Herald 
Duluth  (Minn.)  News  Tribune 
The  (Fort  Wayne,  Ind.)  News-Senbnel 
(Wilkes-Barre,  Pa.)  Times  Leader 
Bradenton  (Fla)  Herald 
The  (San  Luis  Obispo.  Calif.)  Tribune 
The  Monterey  County  (Calif.)  Herald 
Grand  Forks  (N.D.)  Herald 
(State  College,  Pa)  Centre  Daily  Times 
Aberdeen  (S.O.)  American  News 
The  Olathe  (Kan.)  News 


We’re  local,  coast  to  coast,  in  newspapers  and  on  the  Real  Cities  Network,  www.realcities.coni. 


REAL 

Cities 


Irene  Feaster  was  faced  with  the  worst 
possible  scenario.  Hospitalized  for  breast 
cancer,  diabetes  and  early-stage  dementia, 
she  was  no  longer  able  to  make  house 
payments.  Foreclosure  loomed. 

Confused  and  desperate,  Feaster  accepted 
an  offer  of  $10,000  for  her  home,  plus  the 
promise  of  rent-free  living  for  the  rest  of  her 
fife.  The  true  market  value  of  the  house; 
$260, (XX).  And  the  buyer  had  no  intention 
of  allowing  her  to  remain.  He  immediately 
resold  the  home,  and  additional  loans  were 
taken  out  in  Irene's  name.  Then  the  eviction 
notice  arrived. 

Rebecca  Rosen  Lum  of  the  Contra  Costa 
Times  wrote  a  dynamic  series  of  articles 
covering  this  heart-wrenching  story.  Lawyer 
Craig  Nevin  learned  about  the  situation, 
donated  his  services,  and  eventually  saved 
Irene  Feaster's  home  of  32  years.  The  series 
also  generated  new  state  legislation  resulting 
in  toughened  penalties  for  predatory  lending 
targeting  the  elderly. 

Knight  Ridder  is  proud  of  the  Contra  Costa 
Times  for  exposing  these  corrupt  lending 
practices  and  helping  bring  about  changes 
in  California  law. 
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Council  in  1998  after  writing  that  18-oz. 
beer  cups  at  Veterans  Stadium  actually 
held  only  16  ounces.  “It  turned  into  a 
great  little  local  scandal,”  Russell  recalls, 
adding  that  the  stadium  beer  prices  were 
eventually  dropped.  “At  the  hearings,  they 
started  referring  to  me  as  ‘Mr.  Sixpack.’” 

Russell  also  took  a  turn  this  past  spring 
as  a  ghost  writer  for  Smarty  Jones,  the 
Philadelphia-area  horse  that  nearly  won 
racing’s  Triple  Crown. 

The  newest  member  of  the  character 
column  crew  is  Riot  Grrrl,  a.k.a.  Cather¬ 
ine  Lucey,  a  Daily  News  police  reporter 
who  launched  her  offbeat  take  on  protests 
with  a  June  story  on  a  visit  by  President 
George  W.  Bush. 

But  Riot  Grrrl’s  local  columns  are  just 
a  warm-up  for  the  Republican  National 
Convention  in  New  York,  which  she  is  at¬ 
tending  with  an  eye  toward  the  expected 
anti-GOP  activities.  Lucey  explains  that 
she  did  not  attend  the  Democratic  con¬ 
vention  because  it  did  not  seem  as  ripe 
for  rowdy  behavior. 

For  City  Editor  Heine,  keeping  per¬ 
spective  on  the  cast  of  columnist  charac¬ 
ters  means  being  serious  about  the  news, 
but  not  too  serious  about  the  approach. 
“We  have  fun  with  it,”  he  declares.  II 


issues  related  to  the  last  U.S.  Census. 

“Our  characters  never  die;  they  just 
complete  their  mission  until  we  need 
them  again,”  City  Editor  Kurt  Heine  said. 
“They  really  serve  a  purpose.” 

A  few  years  back,  for  example.  The 
Urban  Warrior  battled  an  epidemic  of 
abandoned  cars  and  won,  while  Hydro 


Riot  Grrrl,  a  reviewer  of  public  protests; 
and  Stinkmeister,  a  character  described 
by  the  paper  as  a  “voice  of  the  pee-and- 
poop-plagued  public.” 

“As  a  writer  it  is  a  great  opportunity 
because  you  can  really  do  a  lot  with  a 
character  and  take  on  a  different  identi¬ 
ty,”  said  Don  Russell,  a  staff  reporter 
who  doubles  as  Joe 
Sixpack  and  has 
filled  in  for  other 
character  columnists  i 
in  recent  years. 

The  parade  of  pen 
names  began  in  the 
1960s,  according  to 
Days,  with  Phantom 
Rider,  who  gave  the 
lowdown  on  public 
transit  issues  and 
made  a  brief  return 
last  year  to  protest 
plans  for  transit  cuts. 

Other  disguised  scribes  have  included 
Jolt  Mistress  and  Joltmeister,  who  search 
for  the  worst  potholes  and  bumps;  Hydro 
Cop,  the  drought-era  sleuth;  The  Rip-Otf 
Ranger,  a  consumer  advocate;  Auntie 
Freeze,  watchdog  of  cold  weather  prob¬ 
lems;  and  The  Countess,  who  wrote  about 


Auntie  Freeze,  now  retired,  took  the  measure  of  winter  blasts,  while 
Hydro  Cop  reigned  once  the  dreaded  water-shortage  season  arrived 


Cop  has  sparked  reprimands  against 
numerous  public  employees  who  wasted 
water  washing  buses  and  watering  lawns. 

Some  of  the  nouveau  newshounds 
have  gone  beyond  just  covering  the  story. 
Russell,  as  Joe  Sixpack,  found  himself 
testifying  before  the  Philadelphia  City 


But  ShopLocal  is  not  a  buying  destina¬ 
tion  in  itself.  Rather,  it’s  an  extension  of 
a  paper  circular  or  ad  that  lets  readers 
research  the  best  deals.  The  concept  has 
been  out  there  for  some  time,  but  it  had 
not  been  fully  executed  the  way  ShopLocal 
has.  The  Dallas  Morning  News  has  a  simi¬ 
lar  function  on  its  site,  but  it  only  repro¬ 
duces  ads  in  a  PDF  type  format  —  and 
they  aren’t  searchable. 

Grand  plans  are  in  store  for  ShopLocal. 
“We’re  trying  to  build  another  Career- 
Builder,”  says  Tribune  Interactive  and 
Classified  President  Tim  Landon,  who  says 
they  executed  this  project  in  three  months. 
He  wouldn’t  mind  reaping  the  $200 
million  in  revenue  that  CareerBuilder 
has  grossed  so  far  this  year,  either.  11 


Searchingfor  local  products 

Yay!  No  more  lost  circulars 


ShopLocal.com  will  be  sold  as  an  added 
benefit  to  retailers  running  in  the  three 
companies’  papers.  Smaller  retailers  tend 
not  to  have  the  resources  to  build  a  search¬ 
able  database  or  even  an  e-commerce  site 
like  larger,  national  stores.  ShopLocal 
can  level  the  playing  field  by  featuring  all 
advertisers  together.  The  site  charges  re¬ 
tailers  between  25  and  40  cents  for  eveiy 
click-through,  thus  delivering  qualified 
users.  If  a  retailer  chooses,  the  site  can 
direct  a  person  to  the  retailer’s  own  Web 
site  where  a  product  can  be  purchased. 


BY  JENNIFER  SABA 

Readers  of  Sxjnday  papers  who 
love  their  circulars  but  tend  to 
misplace  them  can  take  heart. 

In  late  August,  CrossMedia  Services  — 
recently  purchased  by  Gannett,  Knight 
Ridder,  and  Tribune  —  launched  a  Web 
site  that  now  features  all  of  a  newspaper’s 
advertising.  At  ShopLocal.com,  a  user  can 
fully  search  for  stuff  by  products,  category, 
retailer  or  even  by  zip  code.  The  site  has 
agreements  with  Target,  Home  Depot, 
CVS,  and  Circuit  City,  among  others. 
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Job-seekers  Nancy  Yang  (left)  and  Toshi  Maeda  with  Reuters'  Kia  Johnson 


Diversity  branding'  at  Unib  confab 


BY  MARK  FITZGERALD 

WHEN  Gannett  Co.  executives 
began  pondering  how  to  show 
off  its  commitment  to  news¬ 
room  diversity  during  Unity  2004,  they 
figured  it  would  take  a  village. 

And  so  the  company  erected  Gannett 
Village  to  house  recruiters  working  the 
job  fair  that  was  the  single  busiest  place  in 
the  sprawling  joint  convention  held  last 
month  in  Washington,  D.C.,  by  the  four 
principal  associations  for  black,  Hispanic, 

!  Asian,  and  American  Indian  journalists, 

j  [  Twisting  the  traditional  concept  of  a 

i  straight  row  of  booths,  Gannett  Village  was 
i ;  a  kind  of  cul-de-sac  with  a  greeter  at  its  en- 
I  trance,  individual  booths  along  both  sides 
!  for  a  dozen  newspapers,  and  a  common 
j  area  where  more  than  40  editors  from  its 
100  papers  interviewed  potential  candi- 
j  dates  and  gauged  their  job  and  geography 
j  preferences.  Notes,  resumes,  and  clips  were 
j  shipped  across  the  Potomac  to  corporate 
I  headquarters  in  McLean,  Va.,  where  eveiy- 
j  thing  was  scanned  into  a  database, 
j  On  the  first  day  of  Unity,  Gannett  held  a 

rally  with  300  employees  at  its  corporate 
headquarters,  where  Chairman,  President 
I  and  CEO  Douglas  McCorkindaJe  talked  up 
j  the  chain’s  progress  in  increasing  the  per- 
j  j  centages  of  journalists  with  ethnic  and 
j  racial  minority  backgrounds.  Journalists 
[  of  color  at  Gannett  papers,  he  told  employ- 
j  ees,  had  increased  to  18.6%  of  total  news- 
!  I  room  employment.  Managers  of  color  had 

www.editorandpubllsher.com 


increased  in  a  year  from  16.9%  to  that  same 
18.6%.  And  nearly  33%  of  new  or  newly 
promoted  managers  were  people  of  color, 
McCorkindale  reported.  Then  everyone  was 
sent  in  buses  back  to  the  Washington  Con¬ 
vention  Center  to  spread  the  message. 

This  third  edition  of  Unity  2004  took 
some  shots  from  the 


—  WILLIAM 

W.  SUnON,  JR.  /The  News  &  Observer 


for  the  plethora  of  corporate  sponsorships, 
from  the  Microsoft  and  General  Motors  lo¬ 
gos  on  the  convention  badges  to  the  Toyota 
Prius  hybrid  car  parked  in  the  lobby.  But 
the  most  aggressive  branding  efforts  came 
from  newspapers  —  who  were  selling  them¬ 
selves  as  champions  of  diversity  to  an  audi¬ 
ence  of  journalists  acutely  aware  that  the 
demographics  of  daily  and  weekly  news¬ 
rooms  don’t  much  match  the  makeup  of 
the  communities  they  serve. 

“We  had  several  goals  in  coming  to 
Unity,”  says  Richard  Leonard,  Gannett’s 
director/news  recruiting.  “We  did  want  to 
showcase  in  a  variety  of  ways  our  company 


and  our  commitment  to  diversity,  and  our 
record  on  diversity.  We  wanted  to  tell  that 
story,  but,  you  know,  we  didn’t  want  to  tell 
it  just  to  the  rest  of  the  industry  or  to  job 
seekers  —  we  wanted  to  tell  it  to  our 
own  people,  too.” 

Not  surprisingly,  the  biggest  newspaper 
chains  pushed  that  branding  message  with 
sheer  mass,  lining  up  their  booths  to  create 
long  lines  of  smiling  recruiters.  The  New 
York  Times  C!o.,  Belo  Corp.,  Dow  Jones  & 
Company,  and  Tribune  Co.  were  all  present 
at  multiple  booths.  Knight  Bidder  papers 
crowded  along  two  aisles  under  a  banner 
emblazoned  with  its  longtime  and  no-caps 
branding  slogan:  “diversity,  no  excuses.” 

A  single  Knight  Bidder  paper,  the  Detroit 
Free  Press,  fielded  a  crew  of  20  recruiters 
who  worked  in  morning  and  afternoon 
shifts  of  six  to  stay  fresh.  By  the  end,  they 
had  interviewed  270  potential  job  candi¬ 
dates.  “We  were  kind  of  overwhelmed 
by  the  number  of  candidates,”  says  Joe 
Grimm,  the  paper’s  recruiting  and  develop¬ 
ment  editor. 

What  brought  the  candidates,  Grimm  | 

believes,  is  the  reputation  the  Free  Press 
and  Knight  Bidder  have  helped  along  with 
diversity  branding.  “If  newspapers  come  to 
conventions  like  these  again  and  again, 
people  come  to  check  back,”  he  says.  “We 
didn’t  have  anything  special  to  attract  peo¬ 
ple.  We  had  no  tchotchkes,  no  pens.  We 
didn’t  even  have  any  live  job  openings.” 

Newspapers  are  also  finally  tumbling 
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9  photographers.  9  unique  visions 


\  #1 1  These  are  the  photographers  of  Agency  VII.  A  partnership  originally  established  by  7  of  the  world’s  best  photographer 
▼  now  grown  to  9,  that  gives  them  the  freedom  to  pursue  their  individualism.  And  their  passion.  They  shoot  on  th 
front  lines,  and  their  work  appears  on  the  front  pages.  They  shoot  events  that  matter,  and  they  shoot  for  the  truth.  An 


It,  Antcj^n  Kr.Uoclivil,  Koii  I  l.iviv,  ( Jiristophci  Morris,  Joachim  I  .adcloi>c‘d. 


distinct  styles.  One  camera.  Canon. 

hey  all  shoot  with  Canon.  They  choose  Canon  for  its  versatility  and  unmatched  performance, 
"or  its  advanced  technology  and  durability.  And  because  there’s  a  Canon  camera  to  match 
•very  photographer’s  needs,  there’s  a  Canon  camera  for  you  too.  Canon  KNOW  HOW 


digital  REVOLUTIONIZED  photography  ■  we  REVOLUtlONIZED  digital" 
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to  the  fact  that  a  presence  at  events  such  as 
Unity  isn’t  just  about  finding  job  candidates 
—  but  retaining  the  journalists  of  color  they 
already  have,  says  William  W.  Sutton  Jr., 
deputy  managing  editor  of  The  News  & 
Observer  in  Raleigh,  N.C.  Sutton  and  Juan 
Gonzalez,  now  a  columnist  for  the  New 
York  Daily  News,  came  up  with  the  idea 
for  the  first  Unity,  held  in  1994,  when  they 
were  journalists  together  in  Philadelphia. 

This  Unity  attracted  8,158  registrants  — 
plus  the  glare  of  national  media  when  both 
presidential  candidates  cleared  their  sched¬ 
ules  to  attend.  Look  for  the  same  attention 
in  2008,  because  Unity  has  changed  its 
five-year  schedule  to  four  to  coincide  with 
presidential  elections.  Robin  Washington, 
editorial  page  editor  for  the  Duluth  (Minn.) 
News  Tribune  and  a  Unity  board  member, 
says  the  controversy  about  the  audience 
reactions  the  candidates  received  does  not 
obscure  the  power  and  poise  the  organiza¬ 
tions  showed;  “This  was  a  sea  change.  It 
says  we  are  serious.  We  are  serious  journal¬ 
ists  and  a  force  to  be  reckoned  with.” 

Adds  Sutton:  “For  papers  of  any  size  to 
skip  Unity,  it  sends  a  message  —  and  it  ain’t 
a  good  one.  When  people  come  here  and 
don’t  see  their  bosses  here,  it  makes  them 
more  inclined  to  want  to  leave.” 

But  even  groups  of  smaller  papers  are  en¬ 
gaging  in  diversity  branding  these  days.  Lee 
Enterprises  was  there,  for  instance,  as  part 
of  its  effort  to  “get  it  out  there  that  our  com¬ 
pany  is  committed  to  diversity,”  says  David 
Stoeffler,  vice  president  of  news  for  the 
Davenport,  Iowa-based  chain.  “It’s  hard  for 
us  to  compete  with  the  Gannetts  or  the 
Knight  Bidders  or  even  the  Tribunes  in 
terms  of  the  markets  they  can  offer  to  peo¬ 
ple,  so  we  don’t  try  to.  We  say,  we’re  differ¬ 
ent.  We’re  a  place  you  can  really  get  to  learn 
the  profession  or,  if  you’re  looking  to  break 
into  management,  we’ve  got  opportunities.” 

Recruiters  for  the  family-owned  Daily 
Herald  in  the  Chicago  suburb  of  Arlington 
Heights  came  away  from  its  first-ever  Unity 
with  a  ton  of  contacts  from  job  candidates, 
journalism  schools,  training  programs,  and 
even  other  newspapers  recruiters  —  despite 
manning  a  single  table  in  a  remote  end  of 
the  job  fair,  says  Betsy  Kmiecik,  assistant 
VP  ^md  director  of  human  resources. 

Kmiecik  says  her  recruiters  spent  a  good 
part  of  the  time  walking  around.  “They 
would  walk  down  the  aisle  of  the  Tribune 
[Co.]  mega-booth  and  hand  out  cards  to 
people  who  were  standing  in  line,  saying, 

‘If  you’re  interested  in  the  Chicago  area, 
check  us  out.’  They  did  a  lot  of  outreach  — 
literally,  physical  outreach.”  11 
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Left,  Gannett  and  Knight  Bidder  make  the  pitch;  at 
right,  a  Media  Fund  print  ad  that  ran  in  newspapers 


BY  JENNIFER  SABA 

The  candidates  in  this  year’s 

presidential  election  aren’t  the  only 
ones  striving  to  punch  up  their 
images.  The  newspaper  industry  has  been 
making  its  own  bid  to  shift  the  perception 
political  media  buyers  have  about  print. 

“If  newspapers  were  free  money,  no  one 
would  pick  it  up,”  says  Tom  Edmonds, 
a  principal  at  Edmonds  Hackney  and 
Associates,  a  political  consulting  firm  in 
Washington,  D.C.  “Most  media  consultants 
do  radio  and  W;  no  one  uses  print.” 

Newspapers  want  to  shed  that  notion. 
For  the  past  18  months,  the  Newspaper 
Association  of  America,  along  with  indus¬ 
try  executives,  set  up  its  own  battle  plan, 
hosting  lunches  and  talks,  conducting 
meetings  with  key  consultants  and  driving 
home  the  idea  that  newspapers  are  a 
politically  ftiendly  medium  and  their  ads 
are  easy  to  buy,  with  competitive  rates. 

“I  don’t  see  them  dropping  what  they’ve 
been  doing  for  20  years,”  says  Jack  Brady, 
director  of  marketing  and  advertising  at 


the  NAA.  “But  we  want  them  to  see  us  as  a 
valid  medium ...  that  we’re  not  just  about 
ink  and  paper  but  the  Internet  and  poly¬ 
bags  and  Post-it  notes.” 

The  public  relations  effort  to  get  on  the 
radar  screen  is  working,  though  the  dollar 
return  has  been  relatively  slight,  so  far. 

“The  NAA  has  made  some  headway  and 
they’ve  done  a  terrific  job  in  getting  people 
to  take  a  second  look,”  says  Wayne  John¬ 
son,  vice  president  of  the  American  Associ¬ 
ation  of  Political  Consultants,  a  bipartisan 
organization  of  political  professionals 
based  in  D.C. 

The  local  front  is  where  many  papers 
have  scored  dollars.  Brady  points  to  The 
(Boise)  Idaho  Statesman  as  one  success 
story.  The  paper  has  increased  its  political 
advertising  over  60  %  (up  to  $9,000)  this 
year  alone.  And  South  Dakota  papers  are 
on  the  receiving  end  of  Sen.  Tom  Daschle’s 
re-election  bid.  The  National  Association 
of  Hispanic  Publications  announced  in 
August  that  the  Kerry-Edwards  campaign 
made  a  print  buy  through  its  network 
of  200  Hispanic  publications. 

But  many  papers  are  still  looking 
to  grab  a  piece  of  overflowing 
campaign  coffers.  As  the  election 
season  gains  steam,  it  still  remains 
unclear  whether  significant  money 
will  be  parceled  out 
to  newspapers.  Research 
firm  PQ  Media  expects 
newspapers’  share  of  the 


Increased  interest  in 
political  ads  on  the  Web 
has  translated  into  more 
revenue  for  NYTimes.com. 
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[  I  $2.7-billion  kitty  will  be  $57-5  million,  up 
from  $26.4  million  in  2000.  Most  political 
spending  doesn’t  occur  until  after  Labor 
Day,  says  Edmonds,  who  was  hired  by  the 
NAA  to  help  with  its  marketing  initiative. 
But  in  the  Bush-Kerry  race,  both  sides 
have  already  spent  heavily  in  August,  as 
have  related  and  unrelated  activist  groups. 

Still,  many  executives  are  optimistic 
about  prospects  for  the  fall.  Marty  Good- 
!  night,  new  account  specialist  with  The 
\  Kansas  City  (Mo.)  Star  was  appointed 

by  Knight  Ridder  along  with  others  to 
convince  advocacy  groups  and  campaign 
staffers  to  spend  with  his  papers.  He  hasn’t 
seen  tons  of  activity,  but  he’s  hopeful.  “At 
this  point.  I’m  happy  with  the  quantity 
of  contacts  and  the  positive  feedback  we’ve 
received  from  political  consultants  and 
advocacy  groups,”  Goodnight  says. 

Dave  Wilson,  who  is  with  The  Indi¬ 
anapolis  Star  and  was  asked  by  Gannett 
to  handle  political  and  advocacy  develop¬ 
ment  with  its  properties  (along  with  Cathy 
Zasada  at  The  Arizona  Republic)  is  upbeat 
about  the  next  few  months  as  well,  noting 
that  it  will  most  likely  come  down  to 
securing  last-minute  buys  in  several 
battleground  states. 

In  addition  to  the  PR  push,  the  industry 
holds  a  few  other  cards.  Edmonds  rattles 
off"  some  factors  that  fall  in  the  favor  of 
newspaper  ad  spending.  The  campaign 
finance  law  that  affects  soft  money  contrib¬ 
utors  (which  encompasses  advocacy  groups 
or  “527s”),  for  example,  stipulates  they 
can’t  run  broadcast  commercials, 
including  radio,  60  days  before  the  elec¬ 
tion.  There’s  also  an  increasing  finstration 
among  consultants  that  TV  is  cluttered 
with  ads,  and  it  takes  more  money  to  break 
through.  Beyond  that,  Edmonds  says, 
“everybody  is  trying  to  get  back  to  the 
grassroots  campaign.” 

This  is  where  the  Internet  shines  and 
affords  newspapers  an  opportunity  to  get 
in  on  the  buy  through  their  Web  sites. 
“Sales  people  say  over  and  over  that  it’s  eas¬ 
ier  to  sell  the  Web  site  than  ROP,” 

1 1  Edmonds  says.  “[Papers]  should  use  the 
°  I  Web  to  get  their  foot  in  the  door.” 

1  \  \  Jason  Krebs,  vice  president  of  sales  and 

2  [  marketing  for  NYTimes.com  —  where 
S  ‘  I  many  groups  have  been  advertising  for 

»  Kerry  —  wouldn’t  say  how  much  political 
“  ads  contribute  to  total  advertising  revenue. 
^  Krebs  said  that  compared  to  prior  years, 

^  the  increase  has  been  in  the  thousands 
*  i  j  percentile,  calling  it  “a  fantastic  year”  for 
i  I !  Internet  political  advertising.  “There’s 

o  I  really  been  so  much  interest  in  the  entire 

s  ^ ; 
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Photo  of  the  Month 

TRUTH  ABOUT  CATS,  006S 


DAN  OCAMPO,  THE  BAKERSFIELD  CALIFORNIAN,  AUG. 8 


THERE’S  NO  ARGUMENT:  IT  WAS  A  STRONG  IMAGE  THAT 
added  to  the  story.  But  did  the  photo  of  55-gallon  drums 
holding  dead  cats  and  dogs  in  the  Aug.  8  edition  of  The 
Bakersfield  Californian  need  to  run  so  large  and  on  Page  One? 
According  to  Executive  Editor  Mike  Jenner,  the  answer  is  yes. 
Jenner  chose  to  place  the  gruesome  picture  on  the  front  page 
to  illustrate  a  report  on  how  county  workers  kill  25,000 


abandoned  and  otherwise  homeless  pets 
each  year  at  taxpayer  expense. 

The  publication  of  such  a  disturbing 
image  brought  a  flurry  of  angry 
responses,  via  e-mails,  faxes 
and  phone  calls,  along  with 
10  cancelled  subscriptions. 

“When  I  first  saw  the  photo 
...  I  had  no  doubt  its  publica¬ 
tion  would  upset  many  read¬ 
ers,”  Jenner  wrote  in  a  column 
published  Aug.  9.  “I  also 
recognized  it  had  tremendous 
power  as  a  photograph.” 

Jenner  said  the  picture  drew 
more  backlash  than  a  recent  photo 
of  burned  and  desecrated  bodies  of 
American  contractors  hanging  from 
a  bridge  in  Iraq. 

Reaction  from  readers  ranged  from 
those  wanting  information  about  adopt¬ 


ing  pets  to  county  workers  upset  that 
they  would  be  depicted  as  killers.  Some 
parents  worried  that  their  children 
would  be  traumatized  by  the  photo. 

“Who  wants  to  see  it  first 
thing  in  the  morning  over 
breakfast?”  one  reader  wrote. 
Added  another,  “I  guess  I  will 
be  more  careful  from  now  on, 
and  only  read  the  comics.” 
Supportive  messages,  howev¬ 
er,  included  those  such  as  this: 
“Thanks  again,  Californian, 
for  being  strong  enough  to 
bring  us  the  truth.” 

In  the  end,  Jenner  wrote,  the  photo 
did  what  it  was  meant  to  do:  “Despite 
the  offense  it  has  caused,  this  image  has 
succeeded  in  elevating  the  community 
discussion  and  debate  on  this  important 
topic.”  —  Joe  Strupp 


Dan  Ocampo,  who 
captured  the  image 
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segment  from  all  parties,”  he  said. 

The  Times'  site  has  the  ability  to  target 
individuals  based  on  income  and  geogra¬ 
phy.  People  who  read  certain  stories  might 
see  certain  political  ads,  Krebs  says. 

For  all  their  efforts,  newspapers  face 
an  uphill  battle.  They  already  provide 
something  better  than  advertising,  through 
editorial  endorsements  or  straight  cam¬ 
paign  coverage.  “The  best  thing  you  can 
hope  for  is  a  positive  news  story,”  the 
AAPC  s  Johnson  says.  “That’s  worth  more 
than  anything.”  So  when  it  comes  to  news¬ 
papers,  Johnson  explains,  most  political 
consultants  focus  their  efforts  on  coverage 
or  editorials.  A  campaign’s  contact  is 
generally  through  the  newsroom,  not  the 
business  side  of  the  house. 

Another  angle  that  you  would  think 
would  help  may  not:  About  three  out  of 
four  voters  read  a  newspaper.  Problem  is, 
surveys  show  this  election  will  most  likely 
be  focused  on  people  who  don’t  normally 
vote,  many  of  them  not  heavy  newspaper 
readers.  “This  election  campaign  is  over¬ 
whelmingly  about  persuadable  voters  and 
they  are  overwhelmingly  the  less-informed 
portion  of  the  elec¬ 
torate,”  said  John 


Franzen,  president  of  Franzen  &  Co.,  a 
Washington,  D.C.-based  political  consul¬ 
tancy.  “They  get  their  news  far  more  from 
TV  and  radio  than  newspapers.  That’s  why 
political  advertising  is  so  heavily  focused 
on  electronic  media.” 

Evan  Tracey,  COO  of  the  TNSMI/ 
Campaign  Media  Analysts  Group,  has 
his  doubts  about  widespread  newspaper 
spending.  “I  don’t  expect  print  ads,”  he 
says.  “This  is  the  follow-the-leader  busi¬ 
ness,  and  until  someone  has  success  with 
print,  you  won’t  see  someone  jump  in.” 

But  campaign  strategists  might  be 
forced  to  jump  into  the  papers  by  the  next 
election  cycle,  only  because  technology 
might  trump  TV.  Mark  McKinnon,  the 
Bush  media  director,  signed  off  one  of  his 
chats  on  the  official  re-election  site  this 
way:  “Don’t  buy  TiVo.  It’s  killing  political 
advertising.”  ID 


Retreat,  but  no  surrender 


Oregon  reporter  vows  to  get  to 
bottom  of  Iraq  abuse  story 

BY  CHARLES  GERACI 

N  Aug.  8,  Mike  Francis  —  a 
reporter  for  The  Oregonian  in 
Portland  —  gained  national  at¬ 
tention  when  he  exposed  a  high-level  U.S. 
military  decision  in  late  June  ordering 
Oregon  National  Guardsmen  to  leave  the 
scene  after  they  came  to  the  aid  of  Iraqi 
prisoners  being  abused  by  Iraqi  jailers 
in  Baghdad.  But  Francis  is  not  satisfied 
with  the  initial  response  from  the  Army. 

The  U.S.  military  apparently  was  not 
moved  by  the  report.  Col.  Jill  E.  Morgen- 
thaler,  a  public  affairs  officer  with  the 
multinational  force,  told  Francis,  “The 
battalion  commander  did  a  thorough  in¬ 
quiry.”  A  U.S.  militaiy'  public  affairs  officer 
in  Iraq  wrote  via  e-mail,  “We  see  no  rea¬ 
son  for  a  further  investigation.” 

Senator  Ron  Wyden  (D-Ore.)  promptly 
asked  the  Pentagon  to  investigate.  Francis 
is  not  aware  of  any  response  from  Defense 
Secretary  Donald  Rumsfeld.  But  Francis 
insists  he’s  not  done  reporting  the  story. 
“The  subject  is  not  closed,”  he  says.  “There 


are  a  lot  of  questions  left  to  be  answered.” 
Among  them:  Who  gave  the  order  for 
the  guardsmen  to  retreat,  and  what  hap¬ 
pened  to  the  abused,  some  likely  tortured, 
prisoners? 

In  the  aftermath  of  the  handover  of 
sovereignty  to  the  Iraqis,  Francis  points 
out,  “You  have  to  ask  yourself  the  ques¬ 
tion,  ‘Is  this  the  only  place  in  Iraq  where 
abuse  has  occurred?’  If  you  polled  the  sol¬ 
diers,  I  think  most  would  suggest  that  it’s 
quite  likely  happening  somewhere  else.” 

Francis’  story  was  accompanied  by  15 
photos,  some  quite  graphic.  He  says  only 
that  an  unnamed  soldier  gave  him  a  disc 
of  pictures  of  prisoners  while  he  was  in 
Iraq,  embedded  in  the  2nd  Battalion, 
l62nd  Infantry  regiment  of  the  Oregon 
Army  National  Guard.  Francis  had  re¬ 
ceived  a  tip  from  a  guardsman  in  mid- 
July.  Subsequent  conversations  with 
about  a  dozen  other  soldiers  confirmed 
prisoner  abuse  occurred  inside  the  com¬ 
pound  of  the  Iraqi  Interior  Ministry. 

In  the  midst  of  Francis’  questioning, 
he  received  a  written  account  from  Capt. 
Jarrell  Southall,  an  Oregon  guardsman 
who  witnessed  the  abuse,  and  was  willing 
to  have  his  name  used  in  the  article, 
despite  possible  repercussions.  11 
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Michele  Gerlach,  Allison  Hocutt,  and  Dennis 
Palmer  have  been  named  vice  presidents 
of  Boone  Newspapers,  Inc.  Gerlach  is 
also  president  and  publisher  of  Brewton 
Newspapers,  Inc.  Hocutt,  who  joined 
Boone  Newspapers  in  2001  as  controller 
of  the  central  accounting  center  in 
Tuscaloosa,  has  since  served  as  chief 
financial  officer.  Palmer  joined  Boone 
in  1996  as  circulation  director  of  The 
Natchez  (Miss.)  Democrat. 


BY  SHAWN  MOYNIHAN 


NEWSPEOPLE®  EDITORANDPUBLISHER.COM 

MASSACHUSETTS 

Kirk  Davis 

Kirk  A.  Davis  has  been  named  CEO  of 
Enterprise  NewsMedia  LLC  and  pub¬ 
lisher  of  The  Patriot  Ledger  in  Quincy, 
Mass.  Davis,  43,  \\dll  also  oversee  opera¬ 
tions  at  The  Enterprise  of  Brockton, 
Mass.,  and  the  Plymouth-based  MPG 
Newspapers  group.  Davis  led  the  Com¬ 
munity  Newspaper  Co.  chain  of  more 
than  100  daily  and  weekly  papers  as  its  president  from  1998 
through  mid-2001.  He  left  to  purchase  and  operate  Holden 
Landmark  Corp.  in  central  Massachusetts,  and  later  became 
a  vice  president  at  Palmer,  Mass.-based  Turley  Publications. 


CALIFORNIA 
John  Schueler  has  been  named  publisher 
and  president  of  ANG  Newspapers. 
Schueler,  who  was  hired  as  publisher  and 
CEO  of  the  Los  Angeles  Daily  News  in 
2001,  most  recently  served  as  president 
and  CEO  of  the  Los  Angeles  Newspaper 
Group. 


David  Pfizer  has  been  named  vice  presi¬ 
dent/interactive  for  ANG  Newspapers. 
Prizer  most  recently  served  as  director 
of  classified  advertising  for  The  News 
Journal  in  Wilmington,  Del. 


Don  T.  Bricker  has  been  named  publisher 
of  Appeal-Democrat  in  Marysville. 
Bricker  most  recently  served  as  vice  presi¬ 
dent  and  associate  publisher  at  Freedom 
Colorado  Information  Inc.  and  The 
Gazette  in  Colorado  Springs,  Colo. 


Toebe  Bush  has  been  appointed  publisher 
of  The  Valley  Chronicle  in  Hemet.  Bush 
will  continue  as  publisher  of  The  Record 
Gazette  in  Banning  and  vice  president 
of  operations  of  The  Century  Group. 


Lori  Dean  has  been  appointed  local  retail 
advertising  director  at  The  Orange  Coun¬ 
ty  Register.  Dean  has  recently  served  as 
interim  local  retail  advertising  director 
as  well  as  regional  sales  manager. 


COLORADO 

Robert  W.  Burdick  has  been  named  presi¬ 
dent  and  publisher  of  The  Gazette  of 
Colorado  Springs.  Burdick  most  recently 
served  as  president  and  publisher  of  the 
Naples  (Fla.)  Daily  News.  Before  that, 
he  was  editor  of  the  Rocky  Mountain 
News  in  Denver. 


Peter  Negulescu  has  been  named  vice  presi¬ 
dent  of  digital  media  for  the  San  Francis¬ 
co  Chronicle.  Negulescu  has  worked  in  the 
Internet,  software,  and  technology  sectors 
for  nearly  20  years. 


Deen  Denhart  has  been  named  chief  tech¬ 
nology  officer  for  Knight  Bidder  Digital  in 
San  Jose.  Paige  Riveron  is  KRD’s  new  vice 
president  of  human  resources.  Riveron 
previously  served  as  director 
of  human  resources  for  Knight  Ridder's 
Shared  Services  Center  in  Miami. 


CONNECTICUT 
Mark  Lukas  has  been  named  retail  adver¬ 
tising  director  for  The  Hartford  Courant. 
Previously  he  served  as  sales  director  for 


has  been  named 
vice  president/ 
HiK  general  manag¬ 

er  of  The  Blade  in  Toledo.  Zer- 
bey  was  president/CEO  of  The 
Newspaper  Agency  Corpora¬ 
tion  in  Salt  Lake  City,  Utah. 


most  experienced  executive 
recruiting  firm  in  the  newspaper  industry 


yviyoxe.  than  two  decades  successfully  recruiting 
superior  corporate  executives,  publishers,  editors, 
managers  in  all  departments. 


Inverness,  Illinois  60067-4732 
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Tribune  Media  Network  in  New  York. 
Kelly  Tremaine  has  been  promoted  to  na¬ 
tional  sales  manager  for  the  Courant. 
Tremaine  most  recently  served  as  the 
paper’s  national  advertising  sales  coordi¬ 
nator.  Nancy  Benben  has  been  named 
director  of  marketing.  Benben  previously 
was  the  senior  consultant  for  a  research 
consulting  company. 

Joshua  Mamis  has  been  named  publisher 
of  the  New  Haven  Advocate.  Mamis  will 
continue  in  his  role  as  publisher  of  the 
Fairfield  County  Weekly,  a  position  he 
has  held  since  January. 


FLORIDA 

Ron  Wallace  has  been  named  publisher 
of  The  Daily  Commercial  in  Leesburg 
and  its  sister  paper,  The  South  Lake  Press. 
Wallace  last  worked  for  Liberty  Group 
Publishing  in  Northbrook,  Ill. 

Ralph  Bush  h^ls  been  named  publisher 
of  The  News-Sun  in  Sebring.  Bush  has 
served  as  general  manager  of  the  Neosho 
(Mo.)  Daily  News  and  publisher  of  The 
Carthage  (Mo.)  Press. 

Lisa  Gibbs  has  been  hired  by  The  Miami 
Herald  as  its  new  executive  business 


Ever  See  A 


Exhibit  Will  Power? 


He  may  look 
contid<*nt-but  his 
bigge^st  fear. 

Hdys victor  Will  Smith. 

IS  hIso  tus  strongest 
motjv.riion 

■|  struggle 

With 
Doubt: 


When  Will  Smith  shared  his  story  of  trials  and  triumph  with  PARADE'S  75*  million 
readers,  he  revealed  that  confronting  his  tears  ultimately  gave  him  the  power  to 
succeed.  To  learn  more  about  PARADE,  please  call  Randy  Siegel.  Publisher,  at 
212-450-6980  or  visit  us  at  www.parade.com. 


editor.  Gibbs  most  recently  was  a  senior 
writer  for  Money  magazine. 

1 

!  GEORGIA 

Sandy  Schwartz  has  been  named  vice  presi¬ 
dent  of  business  development  for  Cox  En¬ 
terprises  Inc.  in  Atlanta.  Schwartz  most 
recently  served  as  executive  vice  president 
of  Cox  Newspapers.  Bill  Sullivan  has  been 
named  national  online  sales  manager. 
Sullivan  will  manage  all  network  advertis¬ 
ing  sales  for  Cox  Newspapers  and  Cox 
;  Television  properties. 

Scott  Whiteside  has  been  named  general 
manager  of  The  Atlanta  Journal-Consti¬ 
tution,  elfective  Sept.  1.  Whiteside  has 
served  as  vice  president  of  business 
development  for  Cox  Enterprises  Inc. 
since  2002. 

Regina  Fisher  has  been  promoted  to  editor 
of  the  Griffin  Daily  News.  Fisher  most 
recently  served  the  newspaper  in  a  man- 
I  agement  capacity;  before  that,  she  was 
;  its  assistant  editor  and  interim  editor. 

I  ILLINOIS 

Carol  Marin  is  now  a  political  columnist  for 
the  Chicago  Sun-Times.  Marin  had  most 
recently  been  writing  a  column  for  the 
Chicago  Tribune,  and  she  will  continue 
as  a  special  investigative  reporter  for 
WMAQ-TV.  Marin  also  has  been  a 
local  TV  news  anchor  and  served  as  a 
I  correspondent  for  CBS’  “60  Minutes.” 

INDIANA 

Todd  Davidson  has  been  named  general 
manager  of  the  Spencer  County  Journal- 
Democrat  in  Rockport.  Davidson  most 
recently  served  Landmark  Community 
Newspapers  Inc.  as  regional  advertising 
director  for  Southern  Indiana. 

CALIFORNIA 

Vivienne 
Sosnowski 

has  been  named 
executive  editor 
of  The  Eocaminer 
in  San  Francis¬ 
co.  She  has  served  as  editor 
of  The  Province  in  Vancouver, 
British  Columbia,  since  2000. 


More  Than  A  Magazine 
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their 

More  than  just  outdoor 
recreation,  hunting  and 
target  shooting  are 


are  passionate  about 


passionate  pursuits  for  millions  of 
Americans  from  all  walks  of  life.  Today's 
sportsmen  share  with  their  forefathers  a 
living  legacy  based  on  enjoyment  of  the 
outdoors,  safe  and  responsible  ownership 
and  use  of  firearms,  conservation  of 
wildlife  and  significant  contributions  to 
the  economy. 

In  an  increasingly  urban  society, 
however,  ties  to  the  land  and  our  nation's 
rural  roots  are  no  longer  shared  by  as 
many  Americans  as  in  the  past.  A  segment 
of  our  culture  is  without  the  experience  of 
the  quiet  peace  of  a  woodland  morning 
hunt,  the  excitement  of  a  game  bird 
being  flushed,  the  feel  of  a  finely  crafted 
firearm,  or,  more  broadly,  the  appreciation 
of  the  freedom  to  own  firearms. 

The  activities  of  the  American 


sportsmen  nevertheless  are  woven  into  the 
fabric  of  our  culture.  Hunters  and  target 
shooters  -  40  million  of  them  -  come  from 
every  segment  of  the  population,  from 
backwoods  to  big  cities,  from  woods- 
wise  elders  to  eager-to-learn  youth. 

Though  some  Americans  do  not 
participate  in  traditional  outdoor 
pastimes,  the  public  in  large  measure 
still  sees  value  in  our  hunting  and  shooting 
heritage.  Independent  polling  shows  that 
87%  find  the  shooting  sports  as  accept¬ 
able  as  golf  or  tennis,  and  77%  agree 
that  firearms  have  a  legitimate  place  in 
modern  society.  Three-quarters  of  the 
American  public  believe  the  right  to  keep 
and  bear  arms  is  an  individual  one,  not 
something  collective. 

This  broad  public  support  under- 


traditions  continue  to 
provide  important  benefits  to  our  nation. 
Hunters  are  a  huge  economic  force, 
spending  $25  billion  every  year  and 
supporting  half  a  million  jobs.  Taxes  on 
hunting  and  shooting  products  amount 
to  hundreds  of  millions  each  year,  a 
substantial  portion  of  the  $1.7  billion 
sportsmen  contribute  annually  to 
wildlife  conservation,  benefiting,  at 
the  same  time,  birdwatchers,  hikers 
and  campers. 

The  National  Shooting  Sports 
Foundation*  is  a  resource  for  decision¬ 
makers  and  journalists  who  want  to 
better  understand  this  community  of  40 
million  strong,  their  pastimes,  the  products 
they  enjoy  using,  and  why  they  care  so 
deeply  about  passing  on  this  living  legacy. 
We  invite  you  to  learn  more . . . 


Advertising  Supplement 


ponsible  "  ,  , 

OAmership 

Hand-in-hand  with  the  promotion  of  hunting  and  target  shooting 

go  the  lessons  of  safety  and  the  responsible  ownership  and  use 

of  firearms  and  related  products. 


provides  printed 
literature,  video  tapes  and  multi-media 
DVDs  with  messages  for  different  audi¬ 
ences.  In  addition  to  addressing  those 
already  familiar  with  firearms,  NSSF 
also  provides  safety  messages  for  children. 
McGruff™,  the  Crime  Dog  is  featured  in  a 
video  directed  toward  elementary  school 
age  kids,  while  adolescents  who  see  It's 
Your  Call:  Playing  it  Safe  Around  Guns* 
learn  important  lessons  about  ways  to 
avoid  unsupervised  and  potentially 
dangerous  encounters  with  firearms. 


Gun  owners  benefit  from  NSSF-produced 
safety  materials  that  manufacturers 

include  with  each 
firearm  they 
sell,  and  from 
the  video 
Firearm 
Safety 

Depends  on  You." 
Our  safety  brochures  encouraging 
parents  to  safely  store  their  guns  include  a 
pledge  card  for  children  to  sign,  on  which 
they  promise  not  to  play  with  firearms. 


NSSF,  on  behalf  of  the  firearms  industry.  The  firearms  industry  assisted  federal  law 

developed  a  safety  education  and  gun  enforcement  authorities  at  the  Bureau  of 

lock  distribution  program  in  1999.  Project  Alcohol,  Tobacco,  Firearms  and  Explosives 


enforcement  authorities  at  the  Bureau  of 


ChildSafe’"  is  an 
expansion  of  that 
program,  supported 
by  a  U.S.  Department  f 
of  Justice  grant.  It  is  a 
component  of  Project 
Safe  Neighborhoods, 
the  nationwide 

commitment  to  ^ 

reduce  gun  crime  to  ^ 

create  safer  neighborhoods.  By  the  end 
of  2004,  Project  Childsafe  will  have  dis¬ 
tributed  more  than  20  million  gun  locks 
and  education  kits  across  the  country. 


NSSF  has  also  prepared  and  distributes 
public  service  announcements  for 
radio  and  television  that  emphasize  the 
need  for  gun  safety.  Our  efforts,  those  of 
countless  firearms  instructors  and  safety 
volunteers,  and  increased  public  aware¬ 
ness  of  the  safety  message  from  media 
coverage  have  resulted  in  a  steady  decline 
in  the  number  of  firearm  accidents, 
especially  those  involving  children.  In  a 
recent  10  year  period,  there  was  a  decline 
of  43%  in  the  number  of  unintentional 
firearm  fatalities.  Accidental  firearms 
fatalities  are  now  at  the  lowest  level 
since  record  keeping  began  in  1903. 


^  ^  in  developing  a  program  to 

^  assist  ATF  in  educating  and 

/  training  retailers  about  the 

I  ,  ^  many  laws  and  regulations 

^  regarding  firearms  sales  and 

■  ownership.  Whether  in  a 

^  gun  store  or  at  a  gun  show, 
federal  law  requires  a  firearm 
k  dealer  to  conduct  a  criminal 

background  check  of  the 
purchaser  before  the  retail  sale  of  a 
firearm  can  take  place.  The  program. 
Don't  Lie  For  the  Other  Guy“.  works  to 
educate  retailers  on  how  to  detect  and 
prevent  "straw  purchases,"  the  illegal 
purchase  of  a  firearm  by  a  person  who 
stands  in  and  passes  the  required 
background  check  for  someone  else 
who  is  prohibited  by  law  from  possessing 
a  firearm. 


Don*! 


Lie 


other 


Guy 


CHENEY 

WILDLIFE  AREA 
_  OFFICE' 
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In  addition  to  supporting  both  safety  The  Big  Brothers  Big  Sisters  organiza- 

and  firearms  proficiency  programs  by  tion  approached  NSSF  with  an  unusual 

organizations  like  4-H,  and  collegiate  request.  Children  were  asking  their 
shooting  competition  by  the  Association  mentors  for  a  complete  outdoor  experi-  firearms  safety  in  an 

of  College  Unions  International,  NSSF  ence,  including  the  chance  to  target  1  J  NSSF  target  shoot- 

also  develops  programs  to  serve  the  shoot,  hunt  and  enjoy  archery  or  fishing.  ing  program  run  in 

needs  of  young  people  eager  to  learn  "Bigs"  needed  help  making  those  wishes  cooperation  with  the 

more  about  recreational  shooting.  come  true,  so  NSSF  plugged  in  its  USA  Shooting  organization  that  selects 

resources  to  create  a  pilot  program  for  Olympic  competitors.  At  summer  camps 
NSSF  created  the  Kansas,  California,  Oregon,  Pennsylvania  and  elsewhere.  Boy  Scouts  competed 
Scholastic  Clay  and  Texas.  If  successful,  it  could  become  with  air  guns  and  .22  caliber  rifles  on 

Target  Program^  a  national  program  of  Big  Brothers  Big  special  targets  to  earn  a  commemorative 

to  offer  junior  Sisters.  patch  and  help  them  earn  merit  badges, 

high  ^  Hass  At  the  upcoming  2005  Jamboree, 

high  school  On!  36,000  Scouts  from  around  the  nation 

will  meet  to  learn  safe  shooting  skills  in 
rifle,  air  gun  and  shotgun  events. 


Boy  Scouts  last  year 
were  introduced  to 


(>utd<Mir  Mentor^ 


Big  Brothers  Big  Sisters 


Aiming  for  Accuracy  serves  journalists 
covering  our  industry,  who  report  on 
growing  participation  in  the  shooting 
sports,  and  the  many  controversial 
issues  involving  firearms  manufacture, 
distribution  and  ownership. 

Many  editors  and  reporters  have 
appreciated  receiving  resources  like 
the  publication  Non-Fiction  Writer's 
Guide.  It  contains  a  glossary  of  firearms 
terms  and  explains  complicated  technical 


reporters  out  to  the  shooting  range  to 
experience,  many  for  the  first  time,  the 
genuine  fun  of  sport  shooting.  Journalists 
from  the  nation's  most  prominent  news 
media  have  accepted  our  invitation. 

Many  have  acknowledged  that  the 
shooting  sports  are  safer,  shooting  facili¬ 
ties  and  hunting  lands  more  available,  and 
the  future  of  America's  firearms  heritage 
is  brighter  because  of  the  efforts  of  the 
National  Shooting  Sports  Foundation. 


With  support  from  its  more  than  2,500 
member  manufacturers,  distributors, 
retailers  and  ranges,  NSSF  works  toward 
increased  safety  and  the  responsible  use  of 
our  products  by  providing  trusted  leader¬ 
ship  in  developing  programs  and  services 
that  benefit  its  members  and  the  nation's 
40  million  recreational  shooters.  We  are 
the  voice  of  the  firearms  industry  and  an 
authoritative  resource  for  anyone  with  an 
interest  in  issues  concerning  firearms. 


issues  in  easy-to-understand  ways.  The 
Media  Resources  section  of  our  Web  site 
contains  helpful  information  of  great  use 
to  those  who 
write  about 
firearms. 


Complementing  these 
resources  are  NSSF's  Media 
Education  Seminars  that  take 


Please  visit  us  on  the  Internet  at 
www.nssf.org.  To  improve  your  under¬ 
standing  of  the  shooting  sports,  or  for 
answers  to  questions  about 
firearms  issues  in  the  news,  please 
don't  hesitate  to  contact  the  director 
of  communications,  Gary  G.  Mehalik  at 
(203)426-1320 
or  with  an  e-mail  to 
gmehalik@nssf.org. 


tSSl 


NEWSPEOPLE 


MAINE 

David  Grima  has  been  promoted  to  editor 
of  The  Camden  Herald.  Previously,  Grima 
worked  as  a  reporter  and  feature  writer 
for  the  Herald  and  The  Courier-Gazette, 
both  located  in  Rockland. 

MARYLAND 

Bernie  Kohn  has  been  named  assistant 
managing  editor  for  business  at  The  Sun 
in  Baltimore.  Kohn’s  most  recent  position 
was  night  business  editor  at  The  Wash¬ 
ington  Post. 

MASSACHUSETTS 
Kevin  R.  Convey  has  been  named  managing 
editor  of  the  Boston  Herald.  Convey  start¬ 
ed  his  career  at  the  Herald  in  1981  as  a 
business  reporter.  Since  2001,  he  has 
served  as  editor  in  chief  of  Herald  Media’s 
Community  Newspaper  Company. 

MICHIGAN 

Fredrick  G.  (Fred)  Manuel  has  been  named 
managing  director/non-daily  publications 
for  Detroit  Newspapers.  Manuel  most 
recently  served  as  president  and  CEO 
of  the  Heritage  Media  Group. 

Martin  E.  Carry  has  been  named  advertising 
director  of  The  Observer  ^  Eccentric 
Newspapers  in  Livonia.  Carry  most 
recently  W2is  sales  development  leader 
of  The  Flint  (Mich.)  Journal. 

MINNESOTA 

Devlyn  Brooks  has  been  named  managing 
editor  of  the  Faribault  Daily  News. 

Brooks  most  recently  served  as  editor  of 
The  Daily  Journal  in  International  Falls. 

David  Knutson  has  been  named  editor  of 
The  Daily  Journal  in  International  Falls, 
replacing  Devlyn  BrookS.  Knutson  most 
recently  worked  for  the  St.  Paul  (Minn.) 
Legal  Ledger,  where  he  was  news  editor. 

Will  Tacy  has  been  named  editor  of  the 
Minneapolis  Star  Tribune’s  Web  site,  star- 
tribune.com.  Tacy  most  recently 
was  managing  editor  ofNYTimes.com. 

Mark  Yost  has  joined  the  stalf  of  the  Saint 


OBITUARIES 


Joe  Falls 


76,  DIED  AUG.  11 

BASEBALL  HALL  OF  FAME  SPORTSWRITER,  THE  DETROIT  NEWS 

During  his  first  baseball  game  as  a  kid, 

Joe  Falls  saw  Babe  Ruth  in  uniform  at 
Yankee  Stadium.  Lou  Gehrig  homered 
twice.  That  day  marked  the  beginning  of  Falls’ 
lifelong  love  alfair  with  America’s  national  pastime, 
one  that  would  continue  well  past  his  final  column. 

Falls  started  as  a  copy  boy  for  The  Associated 
Press,  and  later  became  a  writer.  In  1953,  AP  trans¬ 
ferred  him  to  Detroit;  after  working  as  AP’s  lead 
sportswriter,  he  was  hired  away  by  The  Detroit 
Times  in  1956  to  take  on  the  Tigers  as  a  fiill-time 
beat.  Along  the  way.  Falls  made  a  name  for  himself  with  his  thorough  knowledge 
of  the  game  and  for  his  accessible,  blue-collar  writing  style.  He  spent  five  years 
covering  the  Tigers  for  the  Times  and  five  more  for  the  Detroit  Free  Press  before 
becoming  a  Free  Press  columnist,  and  later  was  promoted  to  sports  editor. 

In  1978  Falls  joined  The  Detroit  News,  where  he  remained  until  he  filed  his 
last  column  in  May  2003.  He  received  national  renown  as  his  baseball  columns 
appeared  for  more  than  two  decades  in  The  Sporting  News.  Two  years  ago,  the 
aging  sportswriter  was  inducted  into  the  National  Baseball  Hall  of  Fame. 

Over  the  course  of  his  career.  Falls  covered  50  World  Series,  20  Kentucky 
Derbys,  15  Super  Bowls,  20  Masters  and  U.S.  Open  golf  tournaments,  25  Indy 
500s  and  dozens  of  events  such  as  the  Rose  Bowl,  Stanley  Cup  and  NBA  Finals. 


Paul  Pioneer  Press  as  an  editorial  writer. 
Yost  worked  at  Dow  Jones  for  10  years, 
covering  the  auto  industry  for  the  Dow 
Jones  Newswires. 

MISSISSIPPI 

J.  Ben  Kelly  has  been  named  managing  edi¬ 
tor  of  The  Daily  Leader  in  Brookhaven. 
Kelly  most  recently  served  as  copy  and 
design  chief  at  The  Sun  Herald  in  Biloxi. 
She  succeeds  Nanette  Laster. 

Ryan  Bramlett  has  been  appointed  general 
manager  in  addition  to  his  work  as 
advertising  manager  of  the  New  Albany 
Gazette.  He  has  served  as  advertising 
manager  since  December  2003. 

MISSOURI 

Brian  Lewis  has  joined  the  Springfield 
News-Leader  as  associate  editorial  page 
editor.  Lewis  previously  was  the  religion 
editor  at  The  Tennessean  in  Nashville. 


Cox  Enterprises  is  fund¬ 
ing  $50,000  in  scholar¬ 
ships  to  support  minority 
journalism  students.  The 
scholarships  will  be  ad¬ 


ministered  by  the  Asian 
American  Journalists  As¬ 
sociation,  the  National 
Association  of  Black 
journalists,  the  National 
Association  of  Hispanic 
Journalists,  the  Native 


American  Journalists 
Association,  and  the 
Natiorial  Lesbian  &  Gay 
Journalists  Association. 
To  apply,  students 
should  contact  any  of 
these  organizations. 


Ashley  Rader  has  been  named  managing 
editor  of  The  Smithville  Herald.  Previous¬ 
ly,  Rader  was  a  reporter  for  Missourian 
Publishing  Co.  in  Washington,  Mo. 

Diana  Selken  is  the  new  retail  advertising 
manager  at  the  Columbia  Daily  Tribune. 
Selken  most  recently  worked  for  Cumulus 
Broadcasting  in  Columbia. 

Amy  Wilson  has  joined  the  staff  of  the 
Daily  Guide  as  advertising  manager. 
Wilson  most  recently  worked  for  the 
Rolla  Daily  News. 

NEW  JERSEY 
George  Arwady  has  been  named  publisher 
of  The  Star-Ledger  in  Newark.  Arwady 
most  recently  served  as  publisher  of  the 
Kalamazoo  (Mich.)  Gazette,  and  was 
editor  and  publisher  of  The  Muskegon 
(Mich.)  Chronicle  and  editor  of  The 
Saginaw  (Mich.)  News. 


Publishers’  Association. 
•Matthew  Winkler 
has  been  elected  to  the 
board  of  directors  of  the 
Sigma  Delta  Chi  Founda¬ 
tion  of  the  Society  of  . 
Professional  Journalists. 


•John  Christie,  pub¬ 
lisher  of  Central  Maine 
Newspapers,  has  been 
elected  president  of  the 
Marine  Daily  Newspaper 


www.editorandpubllsher.com 
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Gloria  Emerson 

75,  DIED  AUG.  4 

FORMER  FOREIGN  CORRESPONDENT, 

THE  NEW  YORK  TIMES 

Through  her  work  as  a  corre- 
spondent  for  The  New  York 
Times  in  Vietnam,  Gaza  and 
Algeria,  Gloria  Emerson  strived  to 
give  war  a  human  face,  providing  hard¬ 
hitting  accounts  that  emphasized  the 
personal  impact  of  war  on  soldiers 
and  civilians. 

Emerson’s  literary  voice  was  gravely 
serious,  although  colleagues  knew 
her  as  an  eccentrically  funny  person. 
Although  some  reporters  in  Saigon  saw 
her  criticism  of  U.S.  and  South  Viet¬ 
namese  officials  as  implying  sympathy 
for  the  other  side  during  the  early 
1970s,  few  doubted  her  passion  or 
her  motives. 

Emerson’s  dispatches  from  Vietnam 
earned  her  the  George  Polk  Award  for 
excellence  in  foreign  reporting,  and, 
later,  a  Matrix  Award  from  New  York 
Women  in  Communications.  Her  non¬ 


fiction  book  on  the  war.  Winners  ^ 
Losers  (Random  House,  1977),  won  a 
National  Book  Award  in  1978. 

Ted  Phillips 

71,  DIED  July  18 
RETIRED  CO-OWNER  OF 
THE  SEMINOLE  (OKLA.) 

PRODUCER 

M  Phillips 

knew 

that  his  10-year- 
old  son  Ted  had  inherited  all  the  right 
genes  when  the  youngster  created  a 
newspaper  called  The  Weekly  Star, 
filled  it  with  war  news,  and  sold  it  to 
people  in  his  neighborhood  while  dad 
served  overseas  during  World  War  II. 
(The  Phillips  family  had  owned  news¬ 
papers  in  Oklahoma  since  1899-) 

When  he  returned  from  military 
service,  Ted  Phillips’  father  bought  The 
Seminole  Producer  in  1946.  Phillips 
started  his  career  as  a  printer’s  devil, 
and  during  the  Korean  War  served  in 


Germany  as  production  manager  for 
the  European  edition  of  Stars  and 
Stripes.  After  the  war,  he  returned  to 
the  Producer  and  joined  the  advertising 
department.  Over  time  he  worked  his 
way  up  to  advertising  manager,  and  lat¬ 
er  associate  publisher  at  the  Producer. 
When  his  father  retired  in  the  early 
1970s,  Phillips  became  publisher. 

Phillips  served  on  the  board  of  the 
Oklahoma  Press  Association  for  10 
years,  and  was  its  president  from  1989- 
90.  He  was  inducted  into  the  Seminole 
Hall  of  Fame  in  1994  and  the  Okla¬ 
homa  Journalism  Hall  of  Fame  in  1996. 

The  leadership  qualities  he  exhibited 
at  the  paper  would  also  serve  him  in 
the  woods;  Phillips  was  a  Cub  Scout 
pack  leader  for  several  years,  and  was  a 
recipient  of  the  Last  Frontier  Council’s 
Golden  Buffalo  Award. 

Phillips  retired  10  years  ago  as  the 
Producers  editor  and  publisher  after 
50  years  in  the  newspaper  business, 
but  continued  to  write  a  weekly  opinion 
column,  titled  “One  Point  of  View.” 
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Will  Edwards  help  Kerry? 


i acted  as  one  of  the  advisors  to 
hers,  Inc.,  in  this  transaction. 


list  Century  Newspapers,  Inc. 

m  has  sold 

The  Daily  Oakland  (Ml)  Press 

i3l|750  daily  and  81,500  Sunday  circulation) 

The  Macomb  (Ml)  Daily 

(45,500  daily  and  67,000  Sunday  circulation) 

The  Royal  Oak  (Ml)  Daily  Tribune 

(13,000  daily  and  15,000  Sunday  circulation) 

The  Mount  Pleasant  (Ml)  Morning  Sun 

(11,000  daily  and  13,000  Sunday  circulation) 

and  87  non-daily  publications 
with  combined  distribution  of  1.5  million 


to 


Journal  Register  Company 


II9  EAST  MARCY  STREET  SUITE  lOO  SANTA  EE,  NM  875OI 

TEL:  505.820.2700  fax:  505.820.2900  http://www.dirksvanessen.com 
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Amy  Weinhofer  has  been  named  display 
advertising  manager  for  North  Jersey 
Community  Newspapers.  Weinhofer 
most  recently  worked  for  The  Trentonian 
as  its  display  advertising  manager. 

Olena  Feltes  has  been  promoted  to  display 
advertising  manager  of  the  Trentonian, 
from  classified  manager.  Nancy  Seybottl  has 
been  promoted  to  classified  manager, 
from  inside  classified  manager. 

NEW  YORK 

Richard  L.  Berke  has  been  named  associate 
managing  editor  for  news  at  The  New 
York  Times.  Berke  most  recently  served 
as  the  Times’  Washington  editor  and 
coordinated  its  political  coverage.  Laura 
Chang  has  been  appointed  science  editor 
for  the  Times.  Chang  has  served  as 
deputy  science  editor  since  2001,  and 
served  The  Seattle  Times  as  national  desk 
copy  editor  and  assignment  editor. 

NORTH  CAROLINA 
Jay  Diamond  has  been  promoted  to 
advertising  director  of  The  Herald-Sun 
in  Durham.  Diamond  has  served  as  digi¬ 
tal  publishing  manager  since  February 
and  spent  eight  years  in  sales  and  sales 
management  capacities  at  newspapers 
in  Florida  and  North  Carolina. 
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Mark  Huber  has  been  promoted  to  editor  1 
of  the  Wilmin^on  News  Journal.  Huber 
j !  has  served  as  sports  editor  for  13  years 
!  j  and  also  has  been  assistant  managing 
j  j  editor  and  a  graphics  technician  during 
!  I  his  17  years  with  the  paper. 

|l 

li  PENNSYLVANIA  I 

Walter  C.  Heskett  has  been  appointed  assis¬ 
tant  general  manager  of  the  Pittsburgh  ! 

I  Tribune-Review.  Heskett  previously 

I ;  served  as  vice  president/circulation  for 
!  the  Hagadone  Corporation  in  Coeur  d’A- 
;  lene,  Idaho. 

RHODE  ISLAND 

Elise  S.  Burroughs  has  been  named  execu- 

I I  tive  director  of  The  Society  for  News 

I  i  Design  in  Providence.  Burroughs  is  the 

!  I  former  director  of  technology  conferences 
j  for  the  Newspaper  Association  of  America 

and  was  executive  editor  of  Presstime.  • 

II  TEXAS 

Lorenzo  Vigilante  has  been  appointed  assis¬ 
tant  circulation  director  for  The  Dallas 
I  Morning  News.  Vigliante  last  served  as 
;  circulation  director  of  The  Eagle  in  Bryan. 


VERMONT 

Cheryl  Thibeault  has  been  promoted  to 
Newspaper  in  Education  manager  for 
The  Burlington  Free  Press.  Thibeault 
has  served  as  administrative  assistant 
to  the  Free  Press’  editor  and  publisher. 

VIRGINIA 

Nancy  Moore  has  been  named  managing 
editor  of  The  Free  Lance-Star  in  Freder¬ 
icksburg.  Moore  has  been  with  the  news¬ 
paper  for  35  years;  she  most  recently 
served  as  its  associate  managing  editor. 

Denny  Wilston  has  been  named  advertising 
director  at  The  Progress-Index  in  Peters¬ 
burg.  Wilston  most  recently  served  as  the 
regional  classified  advertising  manager 
for  The  Scranton  TimesIThe  Tribune 
in  Scranton,  Pa. 

WISCONSIN 

Jandell  Herum  has  been  named  vice  presi¬ 
dent  of  advertising  for  The  Milwaukee 
Journal  Sentinel.  Herum  most  recently 
was  the  display  advertising  director  for 
the  Rochester  (N.Y.)  Democrat  and 
Chronicle.  Before  that,  she  held  several 


ILLINOIS 

Antonio 
Rosas-Landa 

has  been  named 
opinion  editor 
of  Hoys  Chicago 
edition.  He  has  contributed 
political  analysis  and  editorials 
to  various  papers  since  1999- 

advertising  positions  during  7  years 
with  Akron  (Ohio)  Beacon  Journal. 

Kay  Lapp  James  has  been  named  opinion 
page  editor  of  the  Daily  Register  in 
Portage  and  five  other  papers  owned  by 
Capital  Newspapers:  the  Baraboo  News- 
Republic,  the  Juneau  County  Star-Times, 
Wisconsin  Dells  Events,  the  Reedsburg 
Times-Press,  and  the  Sauk  Prairie  Eagle. 
James  has  served  as  managing  editor  of 
those  newspapers  for  the  past  six  years. 
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EDITORIAL 


IHQIMITmt? 

A  wrongheaded  policy  gets  even  worse  as  the  U.S.  forces 
foreign  journalists  to  leave  the  country  to  renew  their  visas 


The  problem:  Antagonists 
and  allies  alike  increasingly 
view  the  United  States  as  a 
double-talking  hypocrite  in  its 
conduct  abroad. 

They  see  America  preaching  freedom 
of  the  press,  but  shutting  down  a  mullah’s 
newspaper  when  the  rhetoric  stings  too 
much.  Or  talking  up  the  rule  of  law,  but 
reserving  the  right  to  slip  the  reins  of 
international  commitments  and  run  amok 
diplomatically  or  militarily  without 
a  moment’s  notice. 

So  what’s  the  State  De¬ 
partment’s  latest  solution? 

Adopting  a  journalist-visa 
policv'  that  simultaneously 
alienates  thousands  of  for¬ 
eign  reporters  by  enormous¬ 
ly  complicating  their 
professional  and  personal 
lives,  while  further  tarnish¬ 
ing  the  nation’s  reputation 
as  a  guarantor  of  press  liber¬ 
ty  —  and,  for  good  measure,  blithely  disre¬ 
garding  its  obligations  as  a  signatory'  to  the 
American  Convention  on  Human  Rights 
and  other  international  pacts. 

Oh,  there’s  one  more  thing.  These 
changes  won’t  just  affect  the  20,000 
foreign  journalists  who  are  issued  so-called 
nonimmigrant  I  visas  in  an  average  year  — 
the  new  policy  will  also  almost  certainly 
will  touch  off  tit-for-tat  restrictions  on 
American  reporters  trying  to  do  their  jobs 
in  foreign  lands. 

Under  its  new  policy  ,  the  State  Depart¬ 
ment  is  shutting  down  its  “domestic  reis- 
suance  service”  for  I  visas  —  meaning  a 
foreign  journalist  who  has  already  jumped 
through  considerable  hoops  just  to  get  the 
visa  will  be  forced  to  leave  the  country  to 


renew  it,  a  process  that  typically  takes  a 
month  or  more. 

This  latest  State  Department  pro¬ 
nouncement  further  cripples  a  visa  system 
for  foreign  journalists  that  w'as  already 
badly  broken.  In  a  maddeningly  inconsis¬ 
tent  application  of  post-9/ll  security,  jour¬ 
nalists  are  excluded  from  the  Visa  Waiver 
Program  that  allows  most  other  profes¬ 
sionals  and  all  tourists  from  27  friendly 
countries  to  enter  the  United  States  for 
short  periods  yvithout  special  papers.  For 
more  than  a  year,  the  world  has  watched  as 
legitimate  working  jour¬ 
nalists  deplaning  in  Amer¬ 
ica  have  been  handcuffed, 
detained  and  summarily 
deported,  as  if  they  were 
arriving  at  a  hermit  nation 
like  North  Korea  or  Bur¬ 
ma  rather  than  LAX. 

This  policy  hands  a  pre¬ 
cious  propaganda  gift  to 
America’s  enemies.  As  the 
United  States  keeps  more  foreign  journal¬ 
ists  at  a  distance,  there  are  fewer  objective 
voices  to  contradict  the  caricature  of  a 
hateful  Colossus  consuming  all  in  its  path. 

Fortunately,  there’s  a  simple  solution  to 
this  mess.  The  State  Department  should  or¬ 
der  its  bureaucrats  to  restart  the  domestic 
visa  renewal  system,  and  Congress  should 
quickly  pass  HR  4823,  the  bill  by  U.S.  Rep. 
Zoe  Lofgren  (D-Calif.)  that  amends  the 
Visa  Waiver  Program  to  treat  journalists 
like  any  other  visitor  from  a  friendly  nation. 

For  most  people  on  earth,  freedom  of  the 
press  remains  just  an  aspiration.  For  them, 
the  United  States  must  always  symbolize 
an  open  nation  that  invites  the  world’s 
scrutiny  —  not  a  phony  that  invites  its 
contempt. 


The  policy  will 
likely  result  in 
similar  restric¬ 
tions  for  Ameri¬ 
can  journalists 
working  abroad. 
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PRESSING  ISSUES 


Costly  mistakes 

THE  RIPPL 


While  some  in  the  press  still  make  excuses  for  promoting  the 
war,  Knight  Ridder  offers  a  multimedia  look  at  the  consequences 

BY  GREG  MITCHELL 

JOE  Galloway  probably  thought  he’d  seen  or  read 
it  all,  at  least  when  it  comes  to  war.  After  all,  he’d  served 
four  tours  as  a  war  correspondent  in  Vietnam,  and  also 
covered  the  1971  India-Pakistan  war  and  half  a  dozen 
other  combat  operations,  including  the  first  Gulf  War, 
in  1991,  and  the  second,  in  2003.  He  received  a  Bronze  Star  for 
rescuing  wounded  soldiers  in  Vietnam,  the  only  medal  of  valor  the 
U.S.  Army  awarded  to  a  civilian  for  actions  during  that  conflict. 
And  yet  there  he  was,  at  a  Knight  Ridder  bureau  last  month,  “in 
a  busy  newsroom  with  tears  streaming  down  my  face.” 

That’s  because  the  stor\'  he  was  work¬ 
ing  on,  he  tells  us,  “was  the  hardest  thing 
I’ve  ever  written  or  edited.” 

While  certain  major  newspapers  were 
still  making  excuses  for  why  they  bungled 
coverage  of  WMD  and  other  issues  in 
the  run-up  to  the  attack  on  Iraq  last  year, 

Knight  Ridder  was  revealing  the  true 
costs  of  the  media’s  tragic  pre-war 
performance. 

In  mid-August,  KR  launched  an  un¬ 
precedented  multimedia  Web  package 
showing,  in  word  and  image,  how'  12  U.S. 
soldiers  from  Echo  Company,  based  at 
Camp  Pendleton,  Calif.,  had  recently  died 
in  Iraq,  and  the  impact  that  caused  on 
friends  and  family.  Galloway  contributed 
(with  co-author  David  Swanson  and  the 
help  of  eight  other  KR  reporters)  a  mas¬ 
sive  report  on  the  same  subject  for  the 
chain’s  newspapers. 

“The  Pentagon  puts  out,  on  its  Web 
site,  every  day  the  names  of  casualties 
in  Iraq  but  it’s  one-dimensional,”  Gal¬ 
loway  observes.  “It  seemed  to  me  it  was 
time  to  paint  a  real  portrait  of  a  real  hu¬ 
man  being  who’s  lost  his  life  in  this  war.” 


Four  Marines  with  Echo  Company  react  to  the  news  that 
another  of  their  comrades  was  killed  by  an  explosive  device 


Echo  Company  has  lost  22  of  its  185 
men,  more  than  any  other  Marine  or 
Army  company.  To  paraphrase  the  title 
of  Galloway’s  well-known  book:  They 
were  soldiers  once,  and  young. 

The  Web  package  (at  www.krw'ashing- 
ton.com)  features  articles,  photos  by 
David  Swanson,  audio,  video,  and  letters, 
and  is  partly  based  on  the  Marines’  classi¬ 
fied  After  Action  Reports  obtained  by 
Knight  Ridder.  The  audio  clips  include 


moving  testimonials  from  wives,  friends 
and  mothers. 

“The  fact  that  David  Swanson  was 
embedded  with  the  Echo  Company  gave 
us  an  opportunity  that  is  very  rare,”  John 
Walcott,  Knight  Ridder’s  Washington 
bureau  chief,  says.  But  the  package,  he 
adds,  “also  gave  us  a  chance  to  follow 
the  ripples  of  war  back  home  to  towns 
all  over  America.”  Thanks  to  “unlimited 
space”  on  the  Web,  they  were  able  to 
combine  a  variety  of  elements,  including 
reproductions  of  original  letters. 

Swanson,  a  photographer  for  The 
Philadelphia  Inquirer,  suffered  the  most 
for  this  exclusive.  During  his  month  with 
Echo  Company  this  past  spring,  he  had 
come  to  know  particularly  well  one  of  the 
soldiers  featured  in  the  story,  2nd  Lt. 

John  T.  Wroblewski,  in  Ramadi.  Swanson 
says  he  “walked  the  marine  supply  route 
looking  for  lEDS  (improvised  explosive 
devices)”  with  Wroblew’ski  the  day  before 
the  soldier  died.  Swanson  later  went  to 
visit  Wroblewski’s  parents  and  brothers 
in  northern  New  Jersey  and  his  wife 
in  California. 

“We  did  this  package  to  flesh  out  who 
these  young  men  were,”  he  explains. 

Swanson,  who  has  covered  conflicts  in 
Bosnia,  Croatia,  and  Afghanistan  as  well 
as  the  9/11  attacks  in  New  York  City,  says 
he  would  not  return  to  Iraq 
^  ~  ^  *  “any  time  soon.  It’s  too  dan¬ 
gerous.  I  have  a  3-year-old 
daughter.”  But  he’s  glad 
he  met  Echo  Company.  “I 
wanted  to  go  to  Iraq,”  he 
explains.  “My  mother  always 
saved  her  Life  magazines 
and  I  read  them  as  a  child. 

I  always  wanted  to  use  the 
power  of  photography  to  show 
what  the  troops  were  doing. 
We  did  this  package  to  flesh 
out  who  these  young  men 
were.  They  were  more  than 
a  rank  and  a  hometown.  We 
wanted  to  show  what  sports 
they  played,  what  music  they  listened  to.” 
In  firefights,  he  adds,  “They  were  100% 
professional,  although  not  all  of  them 
supported  the  war  in  Iraq.” 

Galloway  takes  issue  with  Defense 
Secretary  Donald  Rumsfeld’s  recent  use 
of  the  word  “fungible”  to  describe  U.S. 
soldiers.  “Webster’s  defines  ‘fungible’  as 
‘interchangeable.’  This  package  is  proof 
they’re  not  interchangeable,”  Galloway 
says.  “They  are  not  spare  parts.”  11 
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ETHICS  CORNER 


On  the  scene,  in  London 


BLOOMBERB  BETWEEN 


The  news  service  fled  Baghdad  months  ago,  so  now  it 
routinely  covers  the  war  via  borrowed  Reuters  dispatches 

Reuters  journalists  walk  the  streets  and  roads 
of  Iraqi  cities  and  towns,  dodging  bullets  and 
ducking  away  from  explosions,  risking  their  lives  to 
get  their  stories  and  pictures.  When  they  complain 
that  Bloomberg  reporters  in  London,  Sydney,  Hong 
Kong,  and  Dubai  are  attaching  their  bylines  to  Iraq  stories  by  Reuters 
journalists,  it  is  not  an  idle  rant. 

“Our  correspondents  are  risking  their  lives,”  said  Andrew  Marshall, 
Reuters’  Baghdad  bureau  chief,  in  a  telephone  interview  from 
his  front-line  office.  “But  Bloomberg  writers  are  not  in  Iraq.  They’re 

putting  their  names  on  our  work  without 
any  further  checking  whatsoever.” 


Reuters,  a  British  stalwEut  of  foreign 
wars  for  more  than  a  century,  has  40  corre¬ 
spondents  in  Iraq.  Bloomljerg  had  its  own 
correspondents  on  the  ground  in  Iraq  dur¬ 
ing  the  early  stages  of  the  war,  but  pulled 
them  out  after  President  Bush  declared  vic¬ 
tory  16  months  ago.  Now,  Bloomberg  is  pri¬ 
marily  covering  Iraq  from  its  cubicles,  using 
Reuters,  an  occasional  stringer,  and  other 
news  organizations  as  its  foot  soldiers. 

With  the  largest  news  force  in  Iraq, 
Reuters  is  the  first  organization  to  go  public 
with  its  grievance.  They  also  have  plenty 
of  evidence  to  support  it.  Reuters  editors 
performed  a  Lexis-Nexis  search  in  April 
and  May  and  found  at  least  20  of  their 
Iraq  stories  rewritten  with  Bloomberg 
bylines  on  them. 

The  Bloomberg  cribbers  continued  their 
heavy  lifting  throughout  the  summer.  On 
July  1,  for  example,  Bloomberg.com  posted 
a  story  that  two  Iraqi  officials  were  killed 
when  their  convoy  was  bombed.  The 
208-word  dispatch,  sprinkled  with  five 
separate  credits  to  Reuters,  was  written 


by  Bloomberg  reporter  Heather  Langan 
in  London. 

Langan  said  she  was  not  qualified  to 
discuss  the  piece,  and  sugge.sted  I  speak  to 


“There’s  no  chance 
of  having  a  Jack 
Kelley  here,”  says 
Bloomberg’s  editor 
in  chief.  Well,  that’s 
one  way  to  look  at  it. 


Paul  Sillitoe,  managing  editor/general  news 
for  Bloomberg.  Sillitoe  was  aghast  that 
anyone  would  question  Bloomberg’s  byline 
policy.  “We  have  complete  transparency 
in  this,”  he  said.  “We  give  Reuters  absolute 
credit.  We  are  not  masquerading  as  some¬ 
thing  we  are  not.” 

That  is  a  matter  of  opinion.  Bloomberg’s 
Web  site  includes  this  pledge:  “We  are 
committed  to  covering  the  news  where 
it’s  breaking,  as  it’s  breaking.” 

Before  the  byline  dispute,  there  was  the 
dateline  debacle.  Until  May  2003,  Bloom¬ 


berg  had  used  on-the-scene  datelines  in  its 
stories  even  when  their  reporters  were 
nowhere  near  the  action.  The  news  service 
ended  the  practice  after  The  New  York 
Times  suspended  Rick  Bragg  because  it 
said  he  was  claiming  to  be  in  places  that  he 
wasn’t.  “It  could  be  misleading,”  Matthew 
Winkler,  editor  in  chief  of  Bloomberg,  told 
Howard  Kurtz  of  The  Washington  Post. 

These  days,  when  you  see  a  Bloomberg 
story  on  Iraq,  it  means  that  someone  else 
is  reporting  it.  Winkler,  however,  believes 
that  news  organizations  like  Reuters 
should  thank  Bloomberg  for  promoting 
the  trench- warfare  journalism  they  are 
performing  in  Iraq.  “We  could  steal  stuff, 
but  we  don’t,”  Winkler  told  me.  “We  always 
acknowledge  the  source.  There  is  no  chance 
of  having  a  Jack  Kelley  here ....”  He  empha¬ 
sized  that  he  had  never  received  a  written 
protest  about  the  byline  issue  from  Reuters 
or  any  other  news  organization. 

After  I  asked  Geert  Linnebank,  editor 
in  chief  of  Reuters,  why  that  was  the  case, 
he  telephoned  Winkler.  When  they  finally 
talked,  they  simply  restated  their  positions. 

It’s  unlikely  there  will  be  any  legal  activi¬ 
ty.  Linnebank’s  lawyers  have  told  him 
they  won’t  be  able  to  win  a  lawsuit  against 
Bloomberg.  What  Reuters  really  wants 
is  to  embarrass  Bloomberg. 

Of  course,  when  it  comes  to  Bloomberg 
vs.  Reuters,  it’s  always  a  little  (or  a  lot) 
about  money.  Reuters  has  been  fretting 
about  the  inroads  that  Bloomberg,  v«th 
only  14  years  in  the  news  business,  has 
been  making  on  its  once-dominant  domain. 

“We  spend  mUlions  of 
pounds  each  yeeu"  to  put 
our  people  on  the  ground 
in  Iraq  and  other  countries 
in  the  area,”Linnebank  said 
in  an  interview  from  his 
London  oflSce.  “We’ve  had  a 
number  of  exclusives 
that  they’ve  published 
under  their  bylines. 

I  question  the  ethics  of  that.” 

But  this  controversy'  is  as  much  about 
blood  as  it  is  about  bylines  and  money. 

“In  the  past  15  months  we’ve  had  two  jour¬ 
nalists  killed  in  Iraq,  and  several  others 
wounded,”said  Paul  Holmes,  Reuters’ 
political  and  general  news  editor.  “Our 
correspondents  see  what  Bloomberg  is 
doing,  and  they  resent  it.”  It’s  understand¬ 
able  why  they  feel  that  way.  While  Reuters’ 
journalists  are  filing  their  dispatches  under 
fire,  Bloomberg  reporters  sit  at  their 
computers,  waiting  to  rip  them  off.  (1 
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The  criminal  misuse  of  firearms  is  a  problem  people 
in  the  firearms  industry  are  concerned  about. 

That's  why  we're  working  cooperatively  with  the 
Bureau  of  Alcohol,  Tobacco,  Firearms  and  Explosives 
(ATF)  to  assist  in  its  efforts  to  combat  the  criminal 
misuse  of  firearms. 

Federal  law  enforcement  agencies  have  determined 
that  criminals  illegally  obtain  firearms  from  a  variety  of 
sources,  including  stealing  them  and  getting  them  from 
friends  and  family  members.  Some  firearms  are  illegally 
purchased  at  retail  for  criminals  and  illegally  trafficked 
across  state  lines.  An  illegal  firearm 
purchase  can  bring  a  felony  convic¬ 
tion  sentence  of  ten  years  in  jail  and  a  $250,000  fine. 

"Don't  Lie  for  the  Other  Guy"^”  was  developed  jointly 
by  the  National  Shooting  Sports  Foundation  (NSSF),  the 
firearms  industry's  trade  association,  and  ATF.  It  is  a 
national  program  to  educate  federally  licensed  firearms 
retailers  how  to  detect  and  deter  potential  law-breaking 
purchases.  Many  dealers  have  participated  in  regional 
seminars  presented  by  ATF  and  NSSF. 

"Don't  Lie’  also  educates  the  general  public  about 
the  serious  consequences  of  illegally  purchasing  a 
firearm.  Over  15,000  Federal  Firearm  Licensees  around 
the  country  have  already  received  a  point-of-sale  kit  that 
explains  the  law  to  potential  illegal  purchasers. 

Unfortunately,  there  are  still  members  of  the  public 
willing  to  use  their  good  name  and  crime-free  record  to 
buy  a  firearm  for  someone  unable  to  pass  the  mandatory 
criminal  background  check  required  before  the  retail  sale 
of  any  firearm,  whether  at  a  gun  show  or  in  a  gun  store. 
We  need  your  help  in  spreading  the  word  about  this 
crime  prevention  campaign. 

Visit  the  new  Web  site  for 
"Don't  Lie  for  the  Other  Guy"  at 
www.dontlie.org  to  learn  more, 
or  contact  Gary  G.  Mehalik  at 
the  National  Shooting  Sports 
Foundation  at  (203)  426-1320 
for  additional  information.  www.nssf.org 


Newspapers  take  steps  to fight  the  retail 
advertising  squeeze  as  their  best 
customersfold  or  consolidate  —  and 
fast-growing diseounters shun  them. 

BY  MARK  FITZGERALD 
AND  JENNIFER  SABA 

Fundamental  changes  in  the  ways  Americans  shop 
and  stores  sell  threaten  the  very  foundations  of  the 
newspaper  industry’s  retail-advertising  franchise. 
Though  newspapers  have  been  forced  to  adjust  to  new 
market  conditions  in  literally  every  area  of  their  busi¬ 
ness  in  recent  years,  this  shift  may  prove  the  most  difficult  to 
accept.  That’s  because  of  all  the  marvels  wrought  by  the  Daily 
Miracle,  none  was  more  important  economically  than  the  retail 
advertising  engine  that  built  the 
neighborhood  haberdasher  and 


Allen  Lenhoff,  general  manager  of  Third 
Street  Publications,  works  on  luring 
high>end  and  speciality  retailers  with 
slick  publications  and  sleek  distribution 
racks  for  Detroit  Newspapers. 
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Arizona  Republic  Ad  Director 
Margie  Cochrane  (center),  Tim 
Thomas,  and  Lenore  Simon 
review  niche  pubs. 
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hardware  store  into 
gigantic  department 
stores  and  big  box 
category  killers,  and 
transformed  American 
newspapers  into  the 
thickest  packages  of 
newsprint  and  preprinted 
free-standing  inserts 
(FSIs)  in  the  world. 

Yet  even  as  newspaper 
retail  advertising  dips 
and  rebounds  with  the 
short-term  rhythms  of 
the  marketplace,  this 
important  category 
is  in  the  throes  of  a 
long-term  decline 
that,  oddly,  has  failed 
to  galvanize  the  news¬ 
paper  industry  in 
the  way  that  similar 
crises  in  readership  or 
diversity  in  newsroom 
employment  have. 

Robert  Broadwater, 
managing  director  of  the 
New  York  City  merger  and 
acquisition  firm  Veronis 
Suhler  Stevenson,  says  for 
the  better  part  of  eight 
years,  “IVe  gotten  question 
after  question  from  pub¬ 
lishers  taking  a  lot  of  time 
thinking  about  classified 
advertising.”  But  now  that 
classified  is  recovering, 
there  isn’t  the  same  focus 
on  the  “troublesome” 
state  of  newspaper’s 
retail  franchise,  he  says. 

Some  newspapers  have  made  retaining 
retail  a  priority,  and  the  initial  results  of 
their  campaigns,  at  least,  indicate  that 
papers  can  select  among  several  strategies 
to  keep  —  and  even  grow  —  the  franchise. 

Papers  such  as  The  Arizona  Republic  and 
the  jointly  produced  Detroit  newspapers, 
for  instance,  are  publishing  magazine-like 
products  to  attract  nontraditional  retailers. 
In  Oklahoma  City,  which  suffered  the  sud¬ 
den  and  dramatic  loss  of  several  big  retail 
advertisers.  The  Oklahoman  has  turned 
the  corner  by  paying  greater  attention  to 
smaller  retailers.  The  San  Diego  Union- 
Tribune  is  attracting  local  accounts  that 
once  turned  to  direct  mail  and  shoppers. 
And  Tribune  Co.  is  reacting  to  the  in¬ 
creased  consolidation  and  centralized  deci¬ 
sion-making  of  major  retailers  by  taking  a 
national  and  multimedia  approach  with  its 
Tribune  Media  Net  sales  organization. 
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John  White,  display  advertising  manager  for  The  Oklahoman,  helps  sell 
new  publications  aimed  at  local  retailers  like  Harry’s  TV  and  Appliance. 


But  observers 
both  in  and  outside 
newspapers  com¬ 
plain  that  the  indus¬ 
try  as  a  whole  fails 
to  understand  the 
magnitude  of  what  it 
faces. 

The  dynamics  of 
the  problem  would 
seem  to  be  pretty 
simple  to  understand: 
Retailers  who  mostly 
do  not  advertise  in 
newspapers,  such  as 
Wal-Mart,  Costco 
Wholesale,  and  other  so-called  EDLP 
(every  day  low  price)  discounters  are  taking 
market  share  from  the  retailers  who  have 
been  the  best  newspaper  customers,  such 
as  department  stores  and  supermarkets. 
Some  of  those  general  merchandisers, 
household  names  for  generations,  disap¬ 
peared  forever  in  this  new  retail  era. 

At  the  same  time,  high-end  specialty 
stores  like  Neiman  Marcus  and  national 
retailers  like  The  Gap  are  cutting  into  the 
department  stores  while,  for  the  most  part, 
eschewing  newspaper  buys. 

Miles  Groves,  the  Washington  D.C., 
media  economist,  has  for  years  sounded 
the  alarm  about  the  effect  that  retail’s  radi¬ 
cal  restructuring  is  having  on  newspapers’ 
retail  linage.  “The  issue  now  is  not  so  much 
newspaper  versus  any  other  medium  —  it’s 
whether  [retailers]  are  investing  in  adver¬ 
tising  at  all,”  he  warns. 


Groves  offers  some  sobering  statistics 
taken  from  a  recent  study  by  Deutsche 
Bank  Securities.  In  1992,  the  discounters 
and  warehouse  clubs  accounted  for  16% 
of  the  retail  market.  By  last  year,  their 
share  had  grown  to  40%.  That  shift  cost 
newspapers  about  $60  million  annually 
in  lost  advertising  between  1992  and 
2001,  he  calculates. 

Snubbed  by  the  ruling  stores 

A  lot  is  at  stake  for  newspapers  individu¬ 
ally.  At  Tribune  Co.  newspapers,  retail  is 
the  largest  single  category,  accounting  for 
40%  of  ad  revenue.  Tribune  Publishing  Co. 
President  Jack  Fuller  told  analysts  this 
summer.  Retail  is  even  more  important  at 
The  San  Diego  Union-Tribune,  where  it 
accounts  for  43%  of  total  ad  revenue.  At 
The  Dallas  Morning  News,  retail  is  fully 
50%  of  revenue. 

Newspaper’s  retail  advertising  crisis  is 
no  longer  just  a  Wal-Mart  problem.  News¬ 
papers  have  convinced  Target  they  are  an 
important  medium  for  communicating  its 
hip  brand,  but  others  are  not  so  sure.  Mort 
Goldstrom,  vice  president  of  advertising 
for  the  Newspaper  Association  of  America 
(NAA),  notes  that  some  of  these  retailers 
are  simply  “dabbling”  with  newspapers  — 
among  them.  Banana  Republic,  which 
now  runs  in  roughly  10  newspapers  in 
only  seven  markets. 

And  some  national  retailers  who  have 
been  traditional  newspaper  advertisers  are 
reconsidering  whether  they  should  keep 
putting  their  money  in  the  medium  —  and 
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are  concluding 
they  would  rather 
spend  on  public 
relations,  promo¬ 
tion,  and  branding 
advertising  in 
broadcast  or 
magazines. 

Starbucks,  for 
xample,  leaves  it  up 
}  regional  market- 
ig  managers  to 
ecide  whether  to 
advertise  in  newspapers.  Spokesperson 
Lara  Wyss  says  that  many  regions  do  use 
newspaper  advertising  to  generate  aware¬ 
ness  usually  around  a  specific  promotion. 
Yet  the  company  relies  heavily  on  what 
Wyss  calls  “store  advertising”  concentrat¬ 
ing  on  posters,  signs,  and  vvdndow  clings. 
“Our  overall  advertising  budget  is  relatively 
small,”  she  says. 

Neiman  Marcus  is  one  example  that  still 
pains  Harold  Gaar,  vice  president  of  retail 
display  advertising  for  The  Dallas  Morning 
News,  the  hometovvm  paper  for  the  high- 
end  retailer.  “Unfortunately,  at  many 
newspapers,  including  ours,  Neiman’s  has 
moved  on  to  alternatives,”  Gaar  says.  “We 
paid  less  and  less  attention  to  them.  It’s  our 
fault,  and  we  have  to  rethink  how  we  go  to 
market  so  that  these  advertisers  under¬ 
stand  they  are  important  to  us.” 


Slowfoot  no  racehorse 

Kurt  Barnard,  the  dean  of  retailing  ex¬ 
perts,  says  customers  are  being  virtually 
chased  away  by  newspapers.  Barnard  is 
credited  with  being  the  first  to  point  out 
the  shift  in  retailing  from  traditional  stores 
to  EDLP  discounters.  He  says  retailers 
have  made  the  transition  to  a  more  effi¬ 
cient  business  model,  while  newspapers 
have  not. 

“Newspapers  don’t  know  what  they  are 
doing,”  Barnard  says  from  his  Montclair, 
N.J.,  office.  “They  are  out  of  touch  with 
the  industry  on  which  their  living  depends. 
They  are  out  of  touch  technologically,  and 
out  of  touch  managerially.” 

Retailers  have  run  out  of  patience, 
Barnard  says,  declaring  that,  “the  time  for 
a  showdown  is  here.”  Newspaper  advertis¬ 
ers,  he  says,  are  fed  up  with  lip  service  from 
the  industry,  and  will  demand  new  ways 
of  delivering  audiences  much  more  effi¬ 
ciently  and  economically.  And  for  the  first 
time  since  newspapers  and  retailers  began 
their  mutually  profitable  partnership, 
Barnard  says,  papers  must  take  advertisers 
seriously  when  they  threaten  to  walk  out 
the  door.  “That  is  one  of  the  major  conun- 


place  to  advertise  unless  you  want  to  get 
stuck  next  to  the  movie  listings.” 

Smartening  up 

But  if  Nakfoor’s  clients  represent  the 
new-style  retailers  newspapers  are  losing, 
they  also  represent  stores  that  could  be¬ 
come  customers,  and  in  very  simple  ways. 

Those  client  stores,  for  instance,  are 
enthusiastic  about  two  print  products  that 
will  soon  be  published  by  the  very  newspa¬ 
pers  they  avoid.  The  magazines.  Strut  and 
Signature,  will  be  launched  this  September 
by  Third  Street  Publications,  a  division  of 
Detroit  Newspapers— the  joint  operating 
agency  for  Knight  Ridder’s  Detroit  Free 
Press  and  Gannett  Co.’s  The  Detroit  News. 
The  glossy,  perfect-bound  publications  will 
mimic  a  city  magazine,  but  deliver  better 
results  for  retailers,  says  Third  Street’s 
general  manager,  Alan  LenhofT. 

“There  are  a  lot  of  retailers  who  are 
extremely  image-conscious,”  LenhofT  says, 
and  Third  Street  is  determined  that  every¬ 
thing  about  the  monthly  Strut  reflects  a 
class  environment.  Lenhoff  describes  the 
newsrack  used  to  distribute  copies  in  high- 
end  beauty  salons,  gyms,  and  restaurants 
as  “the  little  black  cocktail  dress  of  racks, 
sort  of  curvy,  definitely  made  to  look 
different.”  The  rack  is  designed,  he  adds, 
to  be  part  of  the  upscale  environment  of 
its  target  audience  of  women. 

The  Arizona  Republic  has  started  up  a 
similar  niche-publishing  venture,  now 
known  as  Republic  Magazines  cmd  Custom 
Products.  Like  Third  Street,  it  publishes  a 
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:  drums  that  your  industry  is  facing.  Retail- 
j  ers  have  learned  that  media  are  not  neces- 
'  sarily  indispensable  to  their  businesses,” 
Barnard  says. 

Barnard  is  famed  for  his  big-picture 
analysis  of  retailing.  Ed  Nakfoor  sees  the 
!  local  perspective.  As  a  consultant  in  the 
'  Detroit  suburb  of  Birmingham,  Mich.,  he 
works  with  retailers  typical  of  businesses 
that  now  mostly  shun  newspapers.  Among 
I  his  clients  are  a  high-end  shopping  mall 
that  publishes  its  own  magazine  instead  of 


to  be  in  the  front  section  with  all  these 
!  other  crappy-looking  ads.” 

!  On  the  other  hand,  these  stores  are  sold 
I  on  using  PR  and  promotional  efforts,  he 
!  says  —  even  as  Nakfoor  himself  advises 
’  them  that  advertising  must  be  part  of  their 
marketing  mix.  Newspapers,  he  says,  don’t 
provide  a  place  for  these  retailers:  “Even  if 
they  have  a  ‘fashion  page,’  it’s  really  just 
a  half-page,  or  if  there’s  something  about 
fashion  in  the  features  section,  there’s  no 
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selection  of  glossy  magazines,  each  distrib¬ 
uted  on  a  saturation  basis  to  the  15,000 
to  20,000  households  in  the  particular 
upscale  community.  The  magazines  are 
so  filled  with  photos  of  local  people  that 
editors  expect  someone  in  every  household 
will  recognize  at  least  one  person  pictured 
in  each  issue. 

Republic  Advertising  Director  Margie 
Cochrane  says  the  new-products  unit  is 
one  response  to  the  shifting  advertising 
strategies  of  department  stores.  Traditional 
retailers  such  as  Macy’s  or  Robinson’s 
department  stores  are  changing  their  mix 
of  ad  spending,  she  says.  Dollars  that  were 
going  to  newspapers  are  now  spent  to 
increase  television  ad¬ 
vertising.  The  Republic 
continues  to  fight  for 
its  share  of  department 
store  ads,  and  has  had 
some  success  in  assem¬ 
bling  packages  that 
combine  multimedia 
advertising  with  assid¬ 
uous  service  in  helping 
attract  customers 
through  the  Web. 

But  much  of  the 
Republic’s  focus  rests 
on  what  it  calls  the 
“locally  controlled  ad¬ 
vertising  dollars”  that 
can  come  from  smaller 
and  medium-sized  re¬ 
tailers.  These  aren’t 
necessarily  mom-and- 
pop  stores.  The  paper 
has  increased  its  share 
of  jewelry  advertising, 
and  has  opened  up  a  whole  new  category 
for  the  company  in  very  high-end  furnish¬ 
ings.  These  local  retailers  for  the  quiche- 
and-truffles  set  are  increasingly  going  to 
be  part  of  newspapers’  bread-and-butter 
advertisers.  “We  understand  that  this  is 
not  a  short-term  situation,  but  probably  a 
long-term  scenario,”  Cochrane  says,  “and 
we  know  more  dollars  are  going  to  have  to 
come  from  the  nontraditional  retailer.” 

It’s  a  scenario  that  The  New  York  Times 
has  down  pat.  The  glossy  magazine  project 
has  been  so  successful,  that  the  paper  is 
relaunching  its  styles  publication  under 
the  new  heading  T,  focusing  on  fashion, 
home  design,  and  style  and  entertainment. 
T  is  distributed  through  the  paper  eight 
times  a  year,  though  eventually  it  will  be 
published  monthly. 

Jyll  Holzman,  senior  vice  president  of 
advertising  at  the  Times,  says  that  already 
the  women’s  fashion  ads  are  up  50%  from 


last  year.  Holzman  attributes  the  success  to 
investment  in  the  editorial  product  in  the 
paper  and  the  magazine.  “Advertisers  look 
to  us  for  branding,”  she  says. 

Wal-Mart:  Were  not  to  blame 

Like  the  changes  in  retailing  itself,  the 
forces  reshaping  newspaper’s  retail  adver¬ 
tising  category  began  with  the  marketing 
phenomenon  Sam  Walton  started  building 
in  1962  with  a  single  store  in  the  town  of 
Rogers,  Ark.  By  July  of  this  year  in  the 
United  States  alone,  there  were  1,409 
Wal-Mart  stores,  another  1,562  Wal-Mart 
Supercenters  —  which  include  huge  super¬ 
markets  —  and  539  warehouse  club-style 
Sam’s  Clubs. 

Along  the  way, 
other  general  mer¬ 
chandisers  and  even  • 
some  big  box  retailers 
that  once  towered 
over  Wal-Mart  have 
fallen  victim  to  the 
relentless  cost-cutting 
efficiencies  of  the 
Bentonville,  Ark., 
company.  For  news¬ 
papers  in  many  mar¬ 
kets,  the  combination 
of  burgeoning  Wal- 
Marts  and  shrinking 
traditional  retailers 
has  played  havoc 
with  ad  revenues. 

Wal-Mart  says  it 
gets  a  bad  rap  as  a 
shunner  of  newspa¬ 
pers.  Wal-Mart 
spokesperson  Sarah 
Clark  tells  E^P,  “The  non-use  of  newspa¬ 
pers’  is  not  a  strategy  at  Wal-Mart  at  all.” 
The  retailers,  she  says,  runs  FSIs  in  “more 
than  800  newspapers  across  the  nation 
every  month.”  What  it  doesn’t  do  much, 
she  acknowledges,  is  ROP  (run  of  press) 
advertising;  “ROP  advertising  doesn’t  fit 
well  with  our  overall  company  philosophy 
[of]  Every  Day  Low  Prices.” 

But  even  in  a  year  like  2003  that  was  not 
particularly  good,  traditional  retailers  were 
bigger  newspaper  advertisers  by  far  than 
Wal-Mart  or  Costco.  According  to  TNS 
Media  Intelligence/CMR,  Sears  last  year 
spent  $127-3  million  on  newspapers;  Tar¬ 
get  and  its  subsidiary  department  stores, 
$235.6  million;  and  Kmart,  $90.9  million. 
Wal-Mart,  the  nation’s  biggest  retailer  by 
far,  spent  just  $14.9  million.  Fast-growing 
Costco  Wholesale  stores  spent  a  total  of 
less  than  $400,000. 

As  Wal-Mart  opens  more  Supercenters, 


Consultant  Ed  Nakfoor;  His  retail  clients 
think  newspaper  ads  are  “crappy-looking.” 
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livftt:  Circular  city,  the 
store  spent  $141  million 
in  newspapers  last  year. 


Kmart:  Paid  the  piper 
when  it  cut  ads.  2003 
spending:  $90.9  million. 


StarlMicfcs:  Never  runs 
coupons;  spent  $6.5 
million  last  year  in  papers. 


WaHMait:  Doesn't  need 
print.  Total  2003  spend 
in  papers,  $14.9  million. 


Maqf's:  Mainstay  in  the 
middle,  the  east  division 
spent  $291  million  in  '03. 


newspapers  are  likely  to  see  revenues  slip 
in  that  category  as  well,  because  unlike  tra¬ 
ditional  supermarkets.  Supercenters  do  not 
need  thick  FSIs  to  list  the  price  of  dozens 
of  food  items.  “We  do  not  advertise  price 
for  Supercenters  in  any  market  currently,” 
spokesperson  Clark  says.  “Specific  pricing 
goes  against  the  EDLP  philosophy.” 

Embracing  the  ‘big  shift’ 

At  individual  papers,  the  cumulative 
effects  of  these  retailing  shifts  can  be 
dramatic. 

Consider  The  Oklahoman.  In  the  past 
three  years,  Oklahoma  City  lost  all  of  its 
Montgomery  Ward  stores  when  the  chain 
shut  dovm;  Kmart  closed  all  its  big  boxes 
in  the  market;  and  a  prominent  local  elec¬ 
tronics  chain  went  belly-up.  Along  the  way, 
Wal-Mart  not  only  gobbled  up  all  of  that 
market  share  of  general  merchandising, 
but  it  also  knocked  out  all  but  two  super¬ 
market  chains  and  now  claims  41%  of 
Oklahoma  City’s  grocery'  sales. 

While  laying  waste  to  all  those  long-time 
newspaper  advertisers,  Wal-Mart  buys 
preprints  just  13  times  a  year  in  The  Okla¬ 
homan,  although  Display  Advertising 
Manager  John  White  notes  with  a  dry 
laugh  that  “they  do  give  us  a  lot  of ‘grand¬ 
opening’  business.” 

What  does  a  paper  do  in  this  situation? 
“First,  you  have  to  admit  to  yourself  that 
[the  old  retailers]  are  gone,  and  they  aren’t 
coming  back.  It  definitely  makes  you  more 
resourceful,”  White  says.  His  paper  has 
created  niche  products  from  local  golf 
course  guides  to  quarterly  “Fashion  OKC.” 
It  put  Post-It  Notes  sticky  ads  on  its  front 
page.  It  tried,  he  says,  “to  create  more 
opportunities  for  advertisers,  and  more 
excitement  for  the  paper.” 

But  its  most  important  strategy.  White 
says,  was  a  return  to  the  basics  of  newspa¬ 
per  sales.  The  paper  added  more  people  to 
its  local  territories  —  and  concentrated  on 
working  much  closer  with  customers  old 
and  new.  “We  still  have  a  strong  retail  base 
here,  but  we  realized  we  needed  to  put 
more  time  back  into  rebuilding  those 
relationships  and  keeping  our  local  retailer 
alive,”  White  says.  Rejuvenated  older 


accounts,  and  a  spate  of  new  and  nontradi- 
tional  customers  from  the  restaurants  and 
clubs  in  a  newly  popular  downtown  zone, 
are  growing  at  “double-digit  rates,”  White 
says,  and  have  put  The  Oklahoman  back  in 
positive  territory.  “Overall,  we  lost  a  major 
item  or  two  off  the  menus,  and  we’re  re¬ 
placing  them  with  a  bunch  of  appetizers,” 
White  says.  “Because  the  fact  is,  local  is 
where  the  growth  is.” 

That’s  also  what  The  San  Diego  Union- 
Tribune  is  discovering,  says  Advertising 
Director  Scott  Whitley.  And  to  go  after 
that,  Whitley  is  implementing  a  strategy 
that  is  basic  Sales  101. 


Sales  force  incentive 
plans  and  performance 
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—  MILES  GROVES/Media  Economist  . 

standards  that  emphasize  skills  beyond 
simply  taking  more  ad  orders  are  now  the 
standard.  Last  month  it  began  conducting 
a  “territory  audit”  that  gives  managers  in¬ 
formation  about  the  number  of  retailers 
in  territory,  along  with  their  gross  revenue. 

Go  big,  or  go  home 

Research,  in  fact,  is  a  key  in  confronting 
this  retail  advertising  crisis,  but  one  the 
industry  has  largely  ignored  in  recent 
years,  says  media  economist  Miles  Groves. 
“What  newspapers  and  associations  and 
rep  firms  need  to  offer  is  critical  core  re¬ 
search  focused  on  local  advertising  —  and 
we’re  not  doing  it,”  he  says. 

That  is  changing,  declares  Dave  Murphy, 
president  of  Tribune  Media  Net  (TMN). 
“We’ve  go  to  have  greater  transparency  to¬ 
ward  advertisers,”  he  says.  “We  need  to  tell 
them  who  reads  the  business  section,  and 
how  they  think  and  behave.  We  also  need 
to  tell  them  that  if  100%  of  readers  read 
the  news,  maybe  only  40%  read  business. 


We’ve  been  somewhat  reluctant  to  do  that.” 

TMN  considers  itself  the  kind  of  big- 
scale,  nationally  oriented  unit  that  newspa¬ 
pers  need  in  an  era  of  consolidation.  “It’s 
the  kind  of  environment  that  rewards 
scale,”  Murphy  says.  It  isn’t  just  the  reach 
of  Tribune’s  major-market  dailies,  televi¬ 
sion  and  new  media  that's  important,  he 
argues,  but  the  ability  of  TMN  to  strategize 
with  national  retailers. 

Ironically,  as  consumer  businesses 
consolidate  the  audience  for  media  is  frag¬ 
menting,  giving  newspapers  a  big  advan¬ 
tage,  argues  TMN  Managing  Director 
Barry  Haselden.  “The  good  news  in  this 
story  is  that  as  advertising  clutter  becomes 
greater,  we  think  the  environment  favors 
newspapers,  because  we  have  a  strong  con¬ 
nection  with  readers.  Consumers  actually 
rely  on  newspapers  for  advertising,  they 
want  to  see  our  ads  —  where  in  other 
media,  they  want  to  block  advertising.” 
With  its  acquisition  (along  with  Gannett 
and  Knight  Ridder)  of  CrossMedia,  TMN 
now  has  the  ability  to  sell  national  and 
local  retailers  on  the  concept  of  ShopLo- 
cal.com.  The  site,  which  sits  on  Tribune’s 
online  editions,  allows  readers  to  search 
advertisements. 

Newspapers  are  only  now  beginning  to 
catch  on  to  the  significance  of  the  shifts 
in  retailing.  But  the  task  ahead,  experts  say, 
may  not  be  so  much  to  catch  up  —  but 
to  anticipate  the  further  changes  ahead. 

“I’m  not  convinced  W^d-Mart  is  the 
end  of  the  story  in  terms  of  retail  evolu¬ 
tion,”  Miles  Groves  argues.  He  points  to 
the  growing  consumer  preference  for  the 
local,  the  unique  brand,  the  product  that 
has  not  yet  been  commodified  by  a  relent¬ 
less  push  on  price.  “Research  shows  the 
two  strengths  newspapers  can  take  to 
retailers  is  that  they  can  target,  and  they 
can  build  brand,”  he  says.  “We’ve  just  got 
to  bring  them  that  research.” 

Retailers  are  ready  for  a  print  product 
from  the  local  newspaper  that  reflects 
consumer  interest  in  exciting  specialty 
products,  says  retail  consultant  Nakfoor: 
“Just  look  at  the  success  of  InStyle  or 
Lucky.  People  crave  all  this  information  — 
so  give  it  to  them.”  11 
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QUIPP  INTRODUCED  NEW  INSERTER/COLLATOR 
WITH  POLY- WRAPPER  AT  NEXPO  2004 

QUIPP  RECENTLY  INTRODUCED  THE  IN-LINE  C  INSERTING/COLLATING 
SYSTEM,  WITH  POLY-WRAPPING  CAPABILITIES. 


Quipp  Systems,  Inc.,  designs,  manufactures  and  installs 
automatic  material  handling  systems  for  newspapers 
since  1983.  Products  include  inserters,  collators, 
gripper  systems,  conveyors,  stackers,  bottom  wrappers, 
floor  equipment,  palletizers,  cart  loaders  and 
computer-based  control  systems.  Quipp  has  sold  over 
3,200  newspaper  stackers  &  over  2,000  bottomwrappers. 


Quipp  recently 
Inserting/Collating 
Capabilities. 


introduced  the 
System,  with 


IN-LINE  C 
Poly-Wrapping 


The  Quipp  IN-LINE  “C”  model  includes  poly-wrapping 
capability  that  will  assure  that  your  customers  will  receive 
an  attractive  and  secure  product,  offering  the  end  user  a 
dry  secure  product. 

!  Preprinted  film  can  be  used  in  the  poly-wrapping  process 

to  add  advertising  space  and  enhance  revenues. 

An  inkjet  module  can  also  be  added  to  print  on  time 
messages  and/or  addresses. 

Reduced  set-up  times  and  reduced  misses  allow  high  net 
production  rates  -  producing  a  great  value  for  the 
investment. 

The  QUIPP.NET  Inserter  Zone  Control  System  is  offered  as 
an  option  on  the  IN-LINE  C. 

I 

The  QUIPP.NET  Inserter  Zone  Control  System  provides 
enhanced  control  features  including  increased  zoning 
capabilities  and  improved  product  integrity  controls.  This 
system  allows  inserts  to  be  targeted  to  subscribers  and/or 
non-subscribers  down  to  the  level  of  an  individual  home. 

Maximum  production  efficiencies  are  provided  with 
continuous  zone  changes,  programmable  gaps  between 
zone  and  on  the  fly  repair  and  reorder. 

The  Quipp  IN-LINE  C  Inserting-Collating  with 
Poly-Wrapping  Capabilities  has  been  designed  & 
manufactured  to  the  same  rigid  standards  of  durability, 
performance  &  reliability  as  all  Quipp  products. 


Quipp  has  also  exhibited  its  PACKMAN  Packaging  System 
at  NEXPO  2004.  The  Quipp  PACKMAN  was  first 
introduced  at  NEXPO  last  year  &  since  then,  several 
systems  have  been  sold  in  the  USA. 

The  PACKMAN  addresses  the  primary  challenge  inherent 
with  Sunday  inserted  products:  bundle  quality.  Containing 
the  bundle  through  the  entire  process  solves  this  issue, 
resulting  in  substantial  labor  savings.  The  Quipp 
PACKMAN  stacks,  wraps,  prints  &  straps  all  in  one  fast, 
reliable  operation.  All  of  this  is  achieved  with  a  machine 
that  is  utilizing  proven  technology. 

The  PACKMAN  Packaging  System  and  the  IN-LINE  C 
Inserting/Collating  System  with  Poly-wrapping  Capabilities 
are  the  latest  examples  of  how  we  at  Quipp  are  continuing 
to  do  what  we  have  been  doing  for  20  years:  combining 
our  experience  and  our  technology  to  produce  innovative, 
efficient  equipment  that  helps  our  customers  to  meet  their 
business  goals.  That  is  performance  and  that  is  our 
on-going  commitment  to  all  our  customers. 

To  request  any  marketing  material  about  our  products  and  | 
systems  (Videos,  CD’s,  Brochures,  User’s  Lists,  etc)  please  | 
contact  us  at  news@quipp.com  or  call  us  at  i 
(305)  623-8700  ext.  350. 


Quipp  Systems,  inc. 

4800  NW  157  Street 
Miami,  FL  33014 
Phone:  (305)  623-8700 
Fax:  (305)  623-0980 
news@quipp.com 
www.quipp.com 


Mr.  Angel  Arrbal 

VP  of  Sales  &  Marketing 

angel@quipp.com 

Phone: 

(305)  623-8700  ext  337 
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Inserting/Collating  System 
WITH  Poly-Wrapping  Capabilities 


The  Quipp  IN-LINE  C  Inserting/CoHating  System  with  Poly-Wrapping 
Capabilities  produces  a  secure  package  with  great  content  accuracy, 
offering  the  end  user  a  dry  secure  product 

The  Quipp.NET  Inserter  Zone  Control  System  provides  enhanced  control 
features  including  increased  zoning  capabilities  and  improved  product 
integrity  controls. 

leading  the  way 

m<g>  Performance 
Commitment 


QuippSystems,  Inc.  4800  N.W.  157th  street,  Miami,  FL  33014-6434  •  Tel:  305-623-8700  •  Fax:305-623-0980 

Web:  www.quipp.com  •  E-Mail:  news@quipp.com 
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ELECTIONS  MODULE  EASILY  MAKES  INFORMATION  ACCESSIBLE 
VOTER’S  GUIDES  ARE  EASIER  TO  PUBLISH,  UP-TO-THE-MINUTE 


Anew  module  from  BITS,  the  Web-hosting 
division  of  Harris  &  Baseview,  is  designed  to 
keep  your  Web  site  up-to-the-minute  with 
election  news,  as  well  as  interactive  and 
information-rich,  with  a  minimum  of  intervention  from 
your  staff.  The  Web  information  is  fully  exportable  for 
your  print  publication. 

The  Elections  module  from  BITS  actually  serves  three 
functions: 

•  An  online  voter's  guide; 

•  An  internal  resource  for  your  staff;  and 
•  A  storehouse  for  the  information  for  your 
print  and  online  voter’s  guides. 


a  ZIP  code  and  will  then  be  presented  with  online 
ballot  information  that  matches  the  ballot  they'll  see 
in  the  booth. 

Each  publication  maintains  its  own  branding  on  its 
election  site  and  will  reap  the  advertising  revenue  it 
generates.  And  because  Harris  &  Baseview  hosts  and 
maintains  the  Elections  module,  there  are  no 
hardware  and  software  hassles  for  individual  publica¬ 
tions. 

"The  BITS  Elections  module  is  a  breeze  to  use  in 
creating  an  online  election  voter  guide,"  said  Anthony 
Oliver,  interim  Internet  editor  at  the  Northwest  Herald 
in  Crystal  Lake,  III. 


The  Elections  module  lets  candidates  upload  their 
own  information  and  photos.  Using  a  unique  log-in, 
candidates  can  fill  out  your  editorial  board's 
questionnaire,  online  and  at  their  convenience.  That 
information  can  then  be  researched  and  re-used  by 
your  staff  as  well  as  compiled  for  your  printed  and 
online  voter’s  guides. 

Because  the  candidates  supply  the  information 
themselves,  it  will  always  be  up-to-date  and  accurate. 
Candidates  can  also  provide  links  to  their  own 
campaign  sites  and  provide  e-mail  addresses. 

According  to  an  article  in  Editor  &  Publisher,  “Online 
voter’s  guides  certainly  are  not  new,  but  their 
importance  has  grown.  With  voting  now  spread  out 
over  several  weeks,  a  news  organization  needs  to 
make  its  voter’s  guide  information  available  anytime; 
the  reader  shouldn’t  have  to  search  through  the 
recycling  bin  to  find  the  print  version  published  a  week 
ago” 

The  BITS  Election  module  lets  your  readers  do  just 
that  —  find  the  information  they  need,  when  they 
need  it.  Internet  readers  will  be  prompted  to  provide 


"Giving  the  Web  site  reader  both  the  legal  version  and 
a  reader-friendly  version  of  local  referendums  is  a  real  , 
plus.  And  when  you're  finished,  you've  got  a  database 
of  information  on  candidates,  vote  totals  and  other 
information  on  pertinent  races  that  is  always  useful  in 
the  newsroom,"  Oliver  said. 

All  the  information  from  your  Web  site  can  be  quickly 
exported  to  your  QuarkXPress  or  Adobe  InDesign 
templates.  The  print  voter  guide  virtually  builds  itself. 

The  Elections  module  is  available  for  a  low  monthly  fee 
and  can  typically  be  up  and  running  within  a  week  of 
signing  the  contract.  It's  one  of  many  modules 
available  from  the  BITS  Web-hosting  division  of  Harris 
&  Baseview.  Other  modules  include  UPlCKEM 
contests,  content  management,  searchable  classified 
advertising  and  more. 

For  more  information  about  BITS  or  any  other  Harris  & 
Baseview  product,  go  to  www.harrisbaseview.com,  or  call 
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Peter  Cooper,  director  of  marketing,  at  321-242-4382. 
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We  have  the  ideal  running  mate  for  your  election  cover^e 
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Harris  &  Baseviews  Elections  Web  module  tliat  takes  care  of  all  the  “The  Elections  module  is  a  breeze  to  use,”  said  Anthonv  Oliver  of  the 


standard  chores  during  an  election  year.  _  ^ 

You  get  Web  cover^e  tliat  the  candidates  them-  i \0 

selves  contribute  to,  a  site  that  provides  infor- 
mation  for  your  readers  AND  your  staff,  and 
effortless  exporting  to  print. 

These  aren’t  just  empty  campaign  promises!  We  deliver. 

Our  hosted  modules  feature  your  branding  and 

your  advertising  with  none  of  the  hardware  and  ,  , 

software  hassles  associated  with  Web  publishing,  tmi  Hco^SnSrS^m^D^ioIfii 


Northwest  Herald  in  Crystal  Lake,  Ill.  ‘Tou’ve  got  a 
"7  database  of  information  on  candidates,  vote  totals 
y  and  other  information  on  pertinent  races  that  is 
I  ahvavs  useful  in  the  newsroom.” 

Yes,  the  Elections  module  keeps  its  campaign  promises, 
tlirough  to  Election  Night,  when  you  can  be  the  first  site 
to  publish  tallies,  and  ev'en  po.st-election,  for  all  tliose 
follow-up  stories  and  beyond. 

w  Visit  www.harrisbaseview.com  for  more  information. 


Florida  Campus  321.242.5000  •  Michigan  Campus  734.662.5800 
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SPECIAL  ADVERTISING  SECTION 


Proven  Leadership  for  the  Future 


Baldwin  Technology  Company,  Inc 
has  an  eighty-five  year  track  record  of 
technology  innovation  and  customer 
support  and  can  confidently  lay  claim  to 
being  the  leading  international 
manufacturer  of  on-press  accessory  and 
control  systems  for  the  newspaper  printing 
industry.  Today  Baldwin  offers  newspaper 
printers  and  printing  press  manufacturers 
throughout  the  world  Newspaper-Proven 
solutions  designed  to  enhance  the  quality, 
productivity,  cost  competitiveness  and 
environmental  efficiency  of  the  print 
manufacturing  process. 


Newspaper-Proven  Automated 
Cleaning  Systems 

As  the  leading  international  manufacturer  of 
Automated  Cleaning  Systems  for  newspaper 
presses,  Baldwin  has  developed  a 
comprehensive  suite  of  solutions  to  meet  the 
cleaning  application  and  budget  requirements 
of  today’s  newspaper  printing  operations. 
Newspapers  around  the  world  are  using 
Baldwin  Cleaning  Systems  to  automatically 
clean  thousands  of  blankets,  impression 
cylinders,  guide  rollers  and  ink  train  rollers, 
speeding  make-readies,  reducing  waste  and 
increasing  the  time  available  for  production. 
Baldwin  Automated  Cleaning  Systems  are  also 
reducing  worker  related  injuries  and  enhancing 
worker  satisfaction  while  substantially 
improving  the  environmental  efficiency  of  the 
entire  printing  process. 

Baldwin  understands  there  is  a  lot  to  consider 
when  investigating  which  technology  and 
system  is  best  suited  for  your  application  and 


operation  and  have  great  respect  for  the 
magnitude  of  the  investment  you  are  considering. 
Recognizing  this,  they  have  developed  “Clean 
Facts  Matrix  and  Clean  Facts  Audit,”  which  your 
Baldwin  newspaper  sales  specialist  has  been 
trained  to  utilize  to  conduct  a  comprehensive 
needs  assessment  (with  you)  of  your  operation  and 
then  using  the  “Clean  Facts  Matrix”  to  discuss 
openly  the  process,  environmental  and  financial 
benefits  of  each  Automated  Cleaning  System 
within  their  portfolio.  Baldwin  believes  this  process 
will  insure  that  all  the  right  questions  have  been 
asked  before  you  ever  hear  a  technical 
presentation  or  receive  a  proposal  and  that  most 
importantly  when  you  do  get  a  proposal,  you  will 
feel  confident  it  is  based  only  on  meeting  the 
clearly  defined  needs  of  your  newspaper  operation. 

Newspaper-Proven 
Spray  Dampening  Systems 

For  the  past  decade  Baldwin  has  been  the  leading 
supplier  of  Newspaper-Proven  Spray  Dampening 
systems  and  is  now  positioned  to  further  extend  its 
technology  and  performance  lead.  Today’s  spray 
dampening  systems  must  be  able  to  print 
commercial  grade  work,  must  have  unparalleled 
reliability  and  give  press  and  maintenance 
personnel  better  access  and  control  over  system 
performance  and  support,  but  most  importantly  the 
printing  process.  Baldwin  has  released  the  next 
generation  of  Newspaper-Proven  Spray 
Dampening  systems.  Maxima,  which  incorporates 
important  new  technology  and  features:  like 
Constant  C  and  Constant  D,  which  have  been 
specifically  developed  to  set  new  standards  for 
print  quality  on  any  paper  stock  while  delivering 
the  highest  standards  for  operational  consistency 
and  reliability  with  unmatched  ergonomics  for 
press  and  service  personnel. 


BALDWIN 


For  more  information  Contact  Travis  Ferguson,  Director  Newspaper  Sales 
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SPECIAL  ADVERTISING  SECTION. 


MISSOURI’S  NEWS  TRIBUNE  COMPANY  ADDING  MORE 
COLOR  AND  SPEED  WITH  A  NEW  UNISET  75 


Jefferson  City,  Missouri  —  The  News  Tribune  Company, 
publisher  of  the  leading  dailies  and  weeklies  in  Missouri’s 
capital  region,  has  purchased  a  UNISET  75.  The  press  is 
scheduled  to  be  installed  by  MAN  Roland  in  September  2005 
in  an  all-new  new  production  facility. 

The  new  press  will  be  configured  with  four  reel  stands,  32 
couples  and  a  2:3:3  folder.  It’s  on  track  to  be  operational  by 
mid-February  2006,  replacing  a  32-year  old  Goss  system. 

The  UNISET  will  be  the  centerpiece  of  a  new  40,000  sq  ft 
production  center.  Mike  Vivion,  the  News  Tribune’s  General 
Manager,  says  that  planning  and  zoning  for  the  plant  have 
been  approved  by  the  city  and  that  construction  will  begin 
later  this  summer.  “Our  CTP  system,  pressroom  and 
mailroom  will  be  housed  in  the  new  facility,”  he  notes. 


Contract  Contact.  MAN  Roland  and  News  Tribune  executives  meet  at  the  MAN 
Roland  exhibit  at  NEXPO  to  finalize  the  purchase  of  UNISET  75  by  the  Missouri 
publisher.  From  I.  to  r.:  Doug  Warner  (Editor,  News  Tribune  Co.),  Vince  Lapinski  (COO 
Web  Division,  MAN  Roland  Inc.),  Mike  Vivien  (General  Manager,  News  Tribune  Co.), 
Ron  Sams  (Sales  Manager,  MAN  Roland  Inc.),  Robert  Wiedeman  (VP  Sales,  MAN 
Roland  Druckmaschinen  AG). 


As  far  as  furnishing  his  new  pressroom  goes,  Vivion  says  his 
team  did  its  homework  before  choosing  MAN  Roland  and 
UNISET:  “We  researched  all  the  brands  and  all  the  models 
extensively  to  determine  how  each  press  maker’s  solution 
could  best  fulfill  our  needs.” 

Once  the  News  Tribune  narrowed  down  its  search  to  UNISET, 
Vivion  and  his  team  hit  the  road  for  an  up-close  assessment. 
“We  visited  a  lot  of  plants  and  places  to  see  the  UNISET  in 
action,”  he  says.  “Everywhere  we  went,  we  found  people 
were  happy  with  the  press  and  happy  with  the  MAN  Roland 
experience.  But  most  of  all,  we  liked  the  way  the  press  was 
printing.  That  was  major  factor  in  our  decision  to  purchase 
the  UNISET.” 
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The  News  Tribune’s  requirements  were  similar  to  those  of 
other  dailies  across  North  America.  “Adding  more  color  is  a 
major  consideration,”  Vivion  notes.  “We’re  turning  down  color 
ads  now,  because  our  old  Goss  has  limited  color  capacity. 
The  4X4  configuration  of  UNISET  lets  us  put  color  on  every 
page.  That’s  32  pages  of  four  color,  everywhere.” 

The  News  Tribune  Company  serves  the  state’s  capital  with 
three  publications.  The  Sunday  News  Tribune  has  a  paid 
circulation  of  24,041.  The  Post-Tribune  is  published  weekday 
afternoons  and  Saturday  mornings,  with  a  circulation  of 
17,351.  And  the  Daily  Capital  News  is  a  morning  paper  that 
reaches  2,388  paying  readers.  The  company  also  prints  the 
weekly  Fulton  Sun  with  a  circulation  of  4,087  and  the 
California  Democrat  with  3,613  subscribers,  extending  its 
coverage  of  central  Missouri. 

Vivion  emphasizes  that  the  quick  turnaround  capabilities  of 
the  UNISET  will  be  invaluable  in  printing  multiple  titles  one 
right  after  another,  particularly  when  the  agenda  includes 
outside  assignments. 

“It  gets  particularly  hectic  around  here  on  Tuesdays,”  he 
says.  “We  print  an  outside  publication  first,  then  the 
California  Democrat,  and  follow  that  with  the  Daily  Capital  , 
News.  An  outside  weekly  is  next,  followed  by  The  Fulton 
Sun." 

Increasing  its  commercial  printing  capacity  is  also  on  the 
News  Tribune’s  to-do  list.  “That’s  another  big  plus  for  putting 
in  this  press,”  Vivion  states.  “We  produce  a  wide  variety  of 
commercial  work,  for  customers  ranging  from  local 
businesses  to  the  State  of  Missouri.  The  quality  UNISET 
delivers  will  allow  us  to  do  more  kinds  of  commercial  work.” 

The  News  Tribune’s  existing  press  is  usually  booked  to 
capacity,  further  limiting  outside  opportunities.  “The  faster 
makereadies  and  high  production  speeds  UNISET  will 
provide  will  open  up  more  time  slots  for  us,”  says  Vivion. 

To  make  the  most  of  its  new  color  capabilities,  the  newspaper 
is  scheduling  a  redesign  of  its  format  to  be  launched  when 
UNISET  goes  online  in  2006.  “UNSET  will  allow  us  to  provide 
better  sectioning  for  our  readers  and  advertisers,”  Vivion 
remarks.  “We  will  also  be  able  lower  the  price  of  our  color 
advertising  thanks  to  the  efficiencies  provided  by  our  new 
press.” 

For  more  information,  contact:  MAN  Roland  Inc. 
630.920.2000.  www.manroland.com 
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The  crowds  wanted  to  learn  how  to  print  more  profitably. 


We  taught  them  the  value  of  innovation. 


MAN  Roland  teamed-up  with  57  other  leading  manufacturers  at  drupa  to  serve  as  PrintCity’s  leading  press  provider. 
That  allowed  us  to  present  literally  dozens  of  innovations  on  our  latest  sheetfed  and  web  presses  in  real  working 
environments.  Some  examples:  Visitors  learned  how  QuickChange  can  slash  30%  off  their  sheetfed  makereadies. 
They  saw  how  in  the  future  DirectDrive  will  enable  them  to  plate  even  the  longest  press  in  under  a  minute.  And  they 
witnessed  the  first  fully  automated  web  press  web-up  and  job  changeover.  If  you  missed  any  of  the  show,  you  can 
catch  all  the  action  at  our  special  drupa  website  —  www.manroland.com.  It’s  time  to  learn  the  value  of  innovation. 


WE  ARE  PRINT.” 

■FrmirfiTnfil^ 

©copyright  2004  MAN  Roland  Inc. 
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EXPAND  YOUR  INSERTER'S  CAPACITY  TO  SAVE  TIME  AND  MONEY! 


KANSA  TWISTER  MULTI-FEEDER 

The  growing  popularity  of  newspaper  inserts  is  The  Kansa  Twister  Multi-Feeder  can  be  used  to  expand 
forcing  publishers  to  take  a  hard  look  at  their  the  capacity  of  a  wide  array  of  either  circular  or  in-line 
mailroom  production  techniques  and  capabilities,  inserters.  It  is  designed  to  be  a  simple  add-on  unit.  The 
Whenever  inserts  outnumber  insert  stations,  a  newspaper  Twister  installs  perpendicular  to  the  inserter  so  relocation 


has  to  pre-run  some  of  the  inserts  to  create  a  prepack,  otthe  jacket  or  deliver  system  is  not  required.  The 

then  run  them  back  through  a  second  time  to  complete  Multi-Feeder  is  modular  in  design  with  2 

the  process.  It's  duplication  of  effort  -  very  HHHaL  pockets  in  each  module.  A  total  of  8  pockets, 
time-consuming  and  costly.  or  insert  stations,  is  possible.  The  unit  inte- 

grates  with  existing  controls  like  Start/Stop, 
Until  recently,  there  has  been  no  easy  or  cost-efficient  Miss  Detection  and  Repair  Systems  to 

way  to  increase  inserter  stations.  Flowever,  the  ^  Bj|^^H|||||r  streamline  installation  and  simplify  operation 

Kansa  Twister  Multi-Feeder  has  training  requirements, 

made  economical  insert 

expansion  a  Qp,g  Qf  ||-,g  ^gy  benefits  of  the  Twister 

reality.  After  several  years  of  ability  to  successfully  run  light,  odd-shaped  and 

in-field  service,  the  Kansa  glossy  inserts.  Production  supervisors  are  finding 

Twister  has  proven  its  ability  j-bgy  ggp  increase  productivity  by  relying  on  the  Twister 

improve  productivity  j-bg  difficult  inserts, 

dramatically,  reduce  costs 

significantly  and  deliver  fast  ROI.  Kansa  has  a  27  year  track  record  of  providing  innovative 

and  reliable  equipment  to  the  publishing  industry.  The 
Newspapers  are  reporting  in  with  positive  results:  Twister  Multi-Feeder  has  undergone  extensive  in-field 

testing  and  has  a  proven  track  record  of  performance. 

“Our  labor  costs  have  gone  down,  our  inserting  efficiency 

has  gone  up,  and  we  still  have  room  to  handle  the  jq  iggpp,  i^gpg  gbout  Twister  Multi-Feeder  and  the  full  line 
additional  increase  expected  in  the  number  of  preprints  gf  Kansa  packaging  and  distribution  equipment,  contact: 
going  in  our  newspaper.” 


economical 


station  expansion  a 
reality.  After  several  years  of 
in-field  service,  the  Kansa 
Twister  has  proven  its  ability 
improve  productivity 
dramatically,  reduce  costs 
significantly  and  deliver  fast  ROI. 

Newspapers  are  reporting  in  with  positive  results: 


Jeff  Helms 

Circulation  Director 
Lake  Charles  American  Press 
Shearman  Corp. 

“The  Kansa  Twister  Multi-Feeder  is  one  of  the  best 
additions  to  our  mailroom  since  I’ve  been  here.  We  have 
been  able  to  produce  more  products  in  less  time  than 
before.” 

Vince  Cribb 

VP  of  Production 
Valdosta  Daily  Times 
Community  Newspaper  Floldings,  Inc. 


Jesse  Miser 

Marketing  Manager 
Kansa  Technology  LLC 
3700  Oakes  Dr. 
Emporia,  KS  66801 
Phone:  620-343-6700 
FAX:  620-343-2108 
E-mail:  marketing@kansa.com 
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In  the  past  year,  we've  eliminated 
40  pre-runs,  each  requiring  a 
7V2-houf  shift  of  10  people. 


The  Kansa  Twister  Multi-feeder  gave  the 
Wichita  Eagle  a  cost-efficient  way  to 
increase  productivity  of  their  inserter.  It 
allowed  the  paper  to  expand  from  14  to 
1 9  stations  without  completely  restruc¬ 
turing  its  existing  production  line.  The 
Kansa  Twister  was  simply  added  to  the 
side  of  the  existing  circular  inserter. 

The  six  unit  Twister  replaced  one  of  the 
circular  inserter  stations  for  a  net  gain 
of  5  inserts.  And  since  the  Twister  can 
come  with  up  to  8  feeders,  the  paper 
can  add  two  more  if  they  want  to 
increase  capacity  even  more. 


With  the  growing  demand  for  newspaper 
inserts,  the  Eagle  was  looking  for  a  way 
to  increase  capacity,  but  the  capital 
expense  associated  with  a  new,  larger 
system  was  prohibitively  high.  The 
Kansa  Twister  gave  the  Eagle  the  ability 
to  expand  the  capacity  of  their  existing 
inserter  for  a  fraction  of  the  cost  of 
other  options. 

The  ROI  has  been  very  solid.  In  the 
past  year,  the  Eagle  has  been  able  to 
eliminate  40  pre-runs,  each  requiring  a 
7V2-hour  shift  of  1 0  people. 


Bill  Wagenbaur 

Vice  President  Production 
The  Wichita  Eagle 
Knight  Ridder 


620-343-6700  kansa.com 
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A  world  wide  leader  in  newspaper  packaging  and  distribution  equipment; 

Inserters  •  Stackers  •  Conveyors  •  Labelers  •  Quarter  Folders  •  Joggers  •  Quadracarts  •  Padders 
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Special  Advertising  Section 


US  NEWSPAPERS  SWITCHING  TO  CTP  IN  RECORD  NUMBERS: 
CREO  SELLS  OVER  100  TRENDSETTERS  FROM  MAY  ’03  TO  MAY  ‘04 


Creo  Inc.  (NASDAQ:  CREO;  TSX:  CRE)  has  announced 
record-breaking  sales  of  digital  prepress  systems  to  US 
newspaper  printers,  as  newspaper  adoption  of  CTP 
production  accelerates.  Said  Paul  Willis,  Director,  Newspaper 
Market  Segment,  Creo  Americas,  "2003  was  the  year  when  the 
newspaper  industry  decided  to  adopt  our  thermal  digital 
solutions.  From  May  2003  to  May  2004,  we’ve  seen  impressive 
growth  in  every  region  of  the  US.  Clearly,  newspaper  printers 

understand  the  economic  value  of  our  thermal  CTP  solutions." 
Reduced  pricing  on  thermal  plates  has  convinced  many  printers 
to  finally  move  into  thermal  CTP.  In  the  past  year,  102 
Trendsetter  NEWS  devices  were  installed  in  North  America. 

Creo  digital  prepress  systems  are  making  inroads  in  both  inde¬ 
pendent  and  chain  newspapers.  Gannett,  Knight-Ridder,  Wick 
Communications  and  Torstar  have  chosen  Creo  CTP,  often 
selecting  a  complete  Creo  solution,  with  a  Creo  Trendsetter 
NEWS  CTP  driven  by  a  Creo  workflow,  imaging  Creo  plates.  Said 
Willis,  “We  have  end-to-end  prepress  solutions,  with  color-man- 
aged  workflow  and  Internet  connectivity,  and  we  can  also  help 
printers  who  just  want  the  CTP  device  itself.  Our  devices  range 
in  speed  from  50  to  200  plates  per  hour,  so  we  provide  value  for 
smaller  papers  with  circulation  in  the  tens  of  thousands,  all  the 
way  up  to  the  Star-Telegram  of  Dallas-Fort  Worth,  which  has  a 
daily  circulation  of  over  213,000.” 

Recent  Creo  newspaper  customers  include: 

•  Springfield  Offset  (Springfield,  VA)  a  Gannett  printer,  prints 
over  28  papers,  incl.  USA  Today,  the  New  York  Times  and  La 
Nacion  USA. 

•  Corning  Publishing  (Corning,  AR)  prints  three  weeklies  with 
associated  shoppers,  and  a  direct  mail  paper. 

•  Page  One  Printers  (Slayton,  MN)  publish  and  print  several 
weeklies,  with  associated  shoppers,  and  print  for  40  other 
customers. 

•  Sierra  Vista  Herald  (Sierra  Vista,  AZ)  is  a  Wick 
Communications  paper. 

•  Merlin  Printing  (Amityville  NY)  prints  advertising  inserts. 

•  Ogden  Newspapers  (Madelia,  MN)  prints  two  dailies,  a  week¬ 
ly,  and  several  other  papers  on  a  commercial  basis. 

•  Star-Telegram  (Houston,  TX),  a  Knight  Ridder  paper,  prints  the 
Star-Telegram  and  Diario  La  Estrella  dailies,  seven  Alliance 
Newspaper  Group  community  newspapers,  and  others. 

•  Turley  Publications  (Palmer,  MA)  prints  21  daily,  weekly  and 
community  newspapers. 

•  Bartash  Printing  &  Publishing  (Philadelphia,  PA)  prints 
several  newspapers  and  advertising  inserts. 

•  Metroland  Printing  &  Publishing  (Toronto,  Canada)  a  Torstar 
printer,  prints  30  daily  and  weekly  papers  plus  20  newspapers 
on  contract. 

•  Cannon  Valley  Printing  (Northfield,  MN)  prints  corporate  and 
contract  newspapers — dailies,  weeklies,  bi-weeklies  and 
monthlies. 


•  Pennysaver  (Visa,  CA),  a  Harte  Hanks  company,  prints 

shopper  publications. 

•  Wenatchee  World  (Wenatchee,  WA)  prints  the  Wenatchee  daily 
and  other  area  newspapers. 

•  Arkansas  Valley  Publishing  (Salida,  CO)  prints  a  daily  and  four 

weeklies. 

•  Oahu  Publications,  (Kaneohe,  HI)  prints  the  Honolulu  Star 
Bulletin  and  Midweek  newspapers. 

•  Daily  News  Tribune  (LaSalle,  Illinois)  prints  dailies  and  weekly 
newspapers. 

•  Valley  Printers  (Sylmar,  CA)  prints  dozens  of  weekly,  bi-weekly 
and  monthly  newspapers. 

•  Trader  Publications,  headquartered  in  Norfolk,  VA,  prints  Auto 
Traders,  Employment  and  Real  Estate  guides.  Trader  recently 
installed  Creo  thermal  CTP  in  5  sites,  including  Arlington,  TX, 
Clearwater,  FL,  St  Charles,  III  and  Ontario,  CA;  they  now  have 
Creo  thermal  CTP  in  eight  of  their  production  facilities. 

The  market  leader  in  the  commercial  CTP  industry,  Creo  has 
focused  on  the  newspaper  market  with  the  Trendsetter  NEWS 
platesetter.  Synapse  NewsManager,  Prinergy  Evo,  Staccato® 
screening  and  the  Fortis  printing  plate. 

For  more  information  on  Creo  newspaper  solutions 
WWW.  c  reo .  co  m/n  ews  1 

About  Creo 

Creo  is  a  world  leader  in  solutions  for  the  graphic  arts  industry. 
Core  product  lines  include  image  capture  systems;  inkjet 
proofers;  thermal  imaging  devices  for  films,  plates  and  proofs; 
professional  color  and  copydot  scanning  systems;  and  workflow 
management  software.  Creo  is  also  an  Original  Equipment 
Manufacture  supplier  of  on-press  imaging  technology,  compo¬ 
nents  for  digital  presses,  and  color  servers  for  high-speed, 
print-on-demand  digital  printers.  Creo  trades  under  the  symbols 
CREO  on  NASDAQ  and  CRE  on  the  Toronto  Stock  Exchange. 
www.creo.com 

©  2004  Creo  Inc.  The  Creo  product  names  mentioned  in  this 
document  are  trademarks  or  service  marks  of  Creo  Inc.  and  may 
be  registered  in  certain  jurisdictions.  Other  company  and  brand, 
product  and  service  names  are  for  identification  purposes  only 
and  may  be  trademarks  or  registered  trademarks  of  their 
respective  holders.  Data  is  subject  to  change  without  notice. 
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Southeast  Missourian  Success  Gallery 


Publisher 


_ Wally  Lage,  COO, 

Rust  Communications 


Newspaper _ Southeast  Missourian, 

Cape  Girardeau,  MO 


Annual  labor  cost  savings _ S90,000 

Annual  consumables  savings . . _$32,000 

Annual  newsprint  waste  savings . . S40,000 

Color  advertising  increase _ _ 100% 


•  Advertiser  color  quality  credits _ DOWN  99% 


“We're  happy  with  the  quality  improvements 
Creo's  CTP  made,  but  saving  $162,000 
is  frosting  on  the  cake” 

"Moving  to  CTP  was  a  major  step  for  us,  so  we  made  the  Creo  business  team  jump  through  hoops 
to  show  us  what  they  could  deliver.  They  backed  up  everything  they  said  they  could  do  to  improve 
quality  and  save  resources.  Now  our  advertiser  color  credits  are  almost  nil  and  the  Creo  system  is 
having  a  huge  impact  on  our  labor  and  consumables  costs.  When  I  look  at  the  quality  of  our 
paper  now,  and  our  bottom  line,  every  day  is  a  good  day.  We're  even  considering  Creo's  CTP 
and  Staccato  screening  solutions  for  our  17  other  daily  newspapers." 

—  Wally  Lage,  COO,  Rust  Communications 

Want  to  improve  quality  and  and  lower  your  costs  like  Wally? 

Contact  the  Creo  Business  Advisors  today  at  1 .866.431  5095  or  send  an  email  to 
market.development@creo.com  and  reference  code  number  NEWS-08.01 .04-03. 


Creo  Americas.  Billerica,  MA. 
Call  -t-1.866.431.5095  ext.  2654 


www.creo.comywallyB 
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SPECIAL  ADVERTISING  SECTION 


Attention  All  SLS-series  Users! 

Graphic  Management  Associates,  Inc.  (GMA)  proudly  offers  replacement  and  spare 
parts  for  your  SLS-series  inserters.  For  our  SLS-1000  users,  GMA  offers  several 
package  plans  to  repair  and  upgrade  your  existing  inserter.  Packages  include-. 

Feeder  Exchange  Program 

It’s  so  simple  -  GMA  ships  you  a  rebuilt  SLS-1000  feeder  from  stock.  You  replace  your 
old  feeder  and  ship  it  back  to  GMA.  Your  feeder  is  rebuilt  and  placed  into  GMA  Stock. 
Contact  GMA  Parts  for  rates  and  availability. 

Gripper  Exchange  Program 

We  send  you  rebuilt  grippers  for  your  SLS  inserter.  You  replace  your  grippers  and  return 
your  old  grippers  to  GMA.  We  rebuild  the  grippers  and  add  them  to  our  stock.  Contact 
GMA  Parts  for  rates  and  availability.  This  program  applies  to  all  SLS-series  inserters. 

Collator  Chain  Replacement 

Is  the  collator  chain  for  your  SLS-1000  in  need  of  replacement?  After  years  of  dedicated 
service,  collator  chains  can  become  both  worn  and  stretched,  affecting  the  timing  of 
your  SLS-1000.  Check  the  condition  of  your  collator  chain  -  let  us  know  if  we  can  help 

Contact  Us; 

GMA  Parts:  1-800-667-5531 
Fax  GMA  Parts:  610-861-0890 
E-Mail:  parts@gma.com 

These  plans  present  significant  up-front  savings  to  your  operation  as  well  as  reduced 
long-term  maintenance  and  liability  costs. 

Whether  you're  planning  for  the  busy  holiday  season  or  have  everyday  production 
concerns  in  mind,  choose  GMA  for  high-quality,  GMA-genuine  parts  to  keep  your 

operation  running! 


MfMSCR  OF  THE  MULLER  MARTINI  GROUP 
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GMA  has  got  the  answer.  Our  Parts  and 
Service  Department  provides  the  high  quality 
parts  your  operation  needs  to  continue 
production  without  costly  delays.  Offering 
knowledgeable,  professional  service  and  high 
volumes  of  inventory  for  all  of  our  products,  you 
can  count  on  GMA  to  keep  you  running! 

GMA...Passion  for  Innovation! 


MEMBER  OF  THE  MULLER  MARTINI  GROUP 


Phone:  61 0-694-9494  Fax:  61 0-694-0776 


www.gma.com 
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SPECIAL  ADVERTISING  SECTION 


EPG:  A  PARTNER  IN  PRINTING  EXCELLENCE 


ll  Everyone  should  own  an  EPG  presetting  system,”  says  EPG’s  KeyColor  AutoPage  is  a  page-based  addressing  : 
John  Vejie  of  Skive  Folkeblad,  G/S,  Denmark.  Thank  system  which  simplifies  newspaper  printers’  setup  and 
you,  John!  At  EPG  (Essex  Products  Group)  we  work  color  correction  processes.  AutoPage  allows  press 
hard  to  earn  praise  like  John  Vejie’s.  Whether  we’re  operators  to  directly  access  ink  fountains  by  page  number  ; 
retrofitting  EPG  KeyColor  Smart  Fountains  on  a  24  unit  and  color,  or  step  through  the  pages  sequentially,  ' 
press,  developing  customized  KeyColor  AutoSet  eliminating  the  need  to  remember  the  location  of  each 
presetting  software  and  AutoPage  systems,  or  providing  page  on  the  press.  Press  configuration  can  be  quickly  and  . 
original  KeyColor  equipment  to  OEM’s,  the  EPG  team  is  easily  created  or  changed  by  the  operator  at  the  Ink  Desk, 
dedicated  to  graphic  arts  excellence  and  long-term  In  an  installation  with  multiple  folders,  AutoPage  also 
customer  satisfaction.  allows  separate  jobs  to  be  run  simultaneously  on  different 

sections  of  the  press. 

Skive  Folkeblad  G/S  wanted  upgraded  presetting 

capabilities  on  a  six-tower  press  to  further  streamline  AutoPage  can  be  combined  with  KeyColor  AutoSet 
'  production  and  minimize  waste.  “The  market  pushes  us  to  software  to  transform  digital  data  from  a  plate  scanner, 

5  meet  mega-short  deadlines,”  says  Vejie.  They  chose  image  setter  or  CTP  system  and  automatically  preset  the  ^ 
customized  EPG  KeyColor  AutoPage  and  AutoSet  systems  fountain  keys  for  each  page.  Adjustments  made  to  ink 
that  now  enable  them  to  create  and  save  page  sets  that  keys  are  automatically  captured  and  used  to  continually  i 
imposition  film  data  when  processing  TIF  or  CIP3  files,  improve  preset  accuracy. 

;  The  company  reports  simplified  page  set  up  and  color 

=  correction,  improved  color  consistency,  and  significant  Presses  enhanced  with  AutoSet  software  link  prepress 
:  reduction  in  makeready  time  and  paper  waste.  systems  to  the  press  for  automatic,  accurate  preset  of  the  i 

fountain  keys  enabling  printers  to  achieve  ' 

I  Today,  a  newspaper  printer  is  a  publisher’s  partner,  dramatic  reductions  in  makeready  time  and  paper  waste. 

helping  drive  advertising  and  consumer  business  in  a  Makeready  time  savings  of  30  -  50%  and  startup  paper  j 
I  highly  competitive,  information-saturated  marketplace  by  waste  savings  of  10%  are  typical.  KeyColor  AutoSet  ’ 
j  producing  an  attractive,  high  quality  product.  Still,  printers  converts  digital  files  such  as  CIP3,  BMP,  JPG,  or  TIF  to  ink 
;  must  contain  costs.  Essex  Products  Group  state-of-the-art  zone  coverage  that  is  sent  to  the  ink  desk  via  LAN,  WAN,  | 
I  KeyColor  technology  enables  printers  to  provide  publishers  serial  link,  or  floppy  disk.  AutoSet  will  accept  full  plate 
'  with  exactly  what  they  need  for  revenue  growth,  while  images  or  provide  imposition  of  individual  pages  to  provide  ( 
I  gaining  significant  benefits  for  themselves.  full  plate  coverage.  i 

EPG’s  KeyColor  ink  control  systems,  incorporating  the  For  more  information  contact  Pete  Alfano, 

KeyColor  Smart  Fountain,  a  custom-designed,  email  sales@epg-inc.com,  telephone  860-767-7130;  fax 
s  gasket-sealed  unit  that  is  connected  to  a  central  ink  860-767-9137.  EPG  is  located  at  30  Industrial  Park  Road, 

console,  offers  press  operators  rapid,  remote  ink  key  Centerbrook,  CT  06409. 

setting  adjustments  on  all  fountains.  The  user-friendly  Visit  the  EPG  website  at  www.epg-inc.com. 

systems  utilize  a  menu-driven  MS  Windows™  style 
j  operator  display  and  offer  simplified  operations  controls. 

ESSEX  PRODUCTS  GROUP 

•  W  ^  30  INDUSTRIAL  PARK  RD. 

M  ^  M  V  m  CENTERBROOK,  CT  06409  ] 
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EPG 


Reducing  Makeready 

AT 

SKIVE  FOLKEBLAD 


f[m  Si 


Digital  Ink  presetting  from  CIP3  or  tiff 
Simplified  Press  Configuration  and  Pagination 

RAPID  COLOR  CORRECTION  WITH  NETWORKED  INK  DESKS 

REPORTED  TIME  SAVINGS  -  50% 
REPORTED  WASTE  SAVINGS  -  20% 

Eaa«x  Products  Group  *  30  InduBtrW  Park  Road  *  PO  Box  307  *  CenlwtNook.  CT  064^ 

Phone:  860  767  7130  *  Fax:  860  767  9137  *  E<MaM:  saie6eep(Hnc.coin  *  URL  http://www.epg-Inc.cofn 


GET  IT  RIGHT  FROM  THE  START. 

HOW  MUCH  PRESS  DO  YOU  REALLY  NEED? 


J 


Depends  on  whom  you  ask.  The  people  in 
production  have  one  set  of  wishes,  while  the 
folks  in  advertising  may  have  different 
i  interests.  And  the  financial  department?  Well,  really, 

^  what’s  wrong  with  the  press  you  have,  right? 

;  At  the  same  time,  your  customers  are  looking  to  place 
'  their  ads  later  and  receive  the  news  on  their  doorstep 
faster. 

This  ongoing  tug  of  war  is  what  complicates  the 
decision-making  process. 

What  simplifies  it  is  dealing  with  KBA. 

No  matter  what  you  finally  decide,  KBA  has  the 
■  technology  capable  of  providing  all  the  solutions 
you’re  looking  for.  No  matter  your  size,  no  matter  your 
expectations.  Better  yet,  that  technology  is  likely 
already  up  and  running  somewhere  in  North 
■;  America,  bringing  new  dimensions  of  quality  and 
’  productivity  to  people  just  like  you. 

s  People  who  not  all  that  long  ago  were  looking  for 
'  cost-conscious  ways  to  address  their  unique  produc- 
j  tion  demands.  Some  wanted  to  reduce  waste, 
I  consumables,  overall  material  consumption,  or 
utility  bills;  others  wanted  to  increase  color  capacity; 
while  still  others  wanted  the  flexibility  necessary  to 
produce  their  newspaper  titles  and  a  variety  of  other 
products,  as  well  as  semi-commercial  and  special¬ 
sized  products  ...  All  from  the  same  press  with  the 
highest  levels  of  dependability. 

Ultimately,  they  all  turned  to  KBA  and  our  nearly  200 
years  of  experience  in  the  art  of  putting  ink  on  paper. 

Often,  they  get  so  much  more.  Like  nearly  1,000  rolls 
with  only  three  breaks  accomplished  at  speeds  of  up 
to  85,000  IPH  by  one  of  our  partners  in  the  upper 
Midwest.  Or  the  quality  recognition  many  of  our 


customers  have  earned  from  organizations  such  as 
the  Southern  Newspapers  Publishers  Association, 

I  FRA,  and  the  Newspaper  Association  of  America. 

Not  only  are  the  production  and  advertising  people 
happy,  but  the  financial  people  are  smiling,  too,  now 
that  they’ve  seen  the  return  on  investment.  And  their 
customers  are  thrilled  to  be  enjoying  later  deadlines 
and  timely  deliveries. 

The  fact  is,  there  has  never  been  a  better  time  to  buy 
a  new  press.  Bold  advances  in  shaftless,  variable  web 
width  and  tension  control  technology  have  created 
exciting  new  opportunities.  And  as  a  result,  the 
industry  is  finding  new  ways  to  address  longstanding 
issues  as  wide  ranging  as  labor,  waste,  environmental 
impact,  and  satisfying  color  demands. 

And  through  installations  from  one  end  of  the  country 
to  the  other,  KBA  has  continually  proved  itself  to  be 
the  unparalleled  leader  in  tailoring  solutions  to 
individual  customer  needs.  All  of  it  backed  by  a  North 
American  Sales  and  Customer  Support  Group  that 
ensures  customer  satisfaction  and  demonstrates  on  a 
daily  basis  KBA’s  unrivaled  commitment  to 
excellence. 

Increase  productivity.  Increase  color  capacity. 
Increase  revenues.  And  make  sure  you’re  addressing 
the  needs  of  the  future  as  well  as  the  present.  Call 
KBA  in  the  beginning  and  get  it  right  from  the  start. 
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No  matter  how  you  work  the  numbers,  the  answer  is  always  the  same. 
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We  have  the  printing  press  solutions  you're  looking  for.  No  matter  your  size,  your 
expectations,  or  your  unique  production  demands,  we  can  help  you  increase 
productivity,  color  capacity,  and  revenues.  How? 

With  proven  performance.  Contact  KBA  today!  ' 


KBA  North  America 


3900  E.  Market  St.,  P.O.  Bex  12015,  York  PA  17402-0615 


tel;  (717)  505-1150  •fax:  (717)  505-1  l6l  e-mail:  salesiHfbaiSa.com  web:  wvwv.kb^print.com/pa 
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O  If  we  make  our  decisions  based  on  what  is 

11  1  fj  Z  in  the  best  interest  of  our  clients,  it  will  prove 

—  to  be  in  our  own  best  interest  in  the  long 

1  1^1  Dario  D.  D.  DiMare,  AIA,  President 

■ 

' 

THE  Newspaper  Facility  Design  Specialists 


Dario  Designs  Inc,  is  an  architectural  firm  specializing 
strictly  in  the  design  of  newspapers  and  printing 
facilities.  We  focus  on  both  front-end  operations  such 
as  newsrooms,  advertising  and  news  media  and 
production  operations  from  plate-making,  to  press,  to 
packaging  and  finally,  to  distribution.  We  have 
designed  pressroom  additions,  mail  room  additions, 
remote  production  facilities  and  entirely  new  facilities 
with  corporate  offices,  front-end  operations  and  full 
production  operations  all  under  one  roof. 

Dario  Designs  also  offers  a  wide  variety  of  consulting 
services,  from  strategic  planning  to  production 
equipment  selection,  acquisition  and  layout.  In 
conjunction  with  our  affiliates,  we  provide 
management  training,  energy  audits  and 
environmental  &  safety  audits.  Averaging  more  than 
30  projects  a  year  for  the  past  five  years,  Dario 
Designs  is  recognized  by  many,  and  is  intent  on  being 
the  best  newspaper  facility  design  firm  in  the  world. 

Dario  Designs  has  worked  on  more  than  300 
newspaper  projects  with  a  team  who  has  experience 
with  over  750  newspaper  projects  ...  and  our  team  is 
growing!  This  is  the  largest  group  of  people  ever 
assembled  dedicated  exclusively  to  the  design  of 
newspaper  facilities. 


MISSION  STATEMENT 

Dario  Designs  strives  to  provide  the  highest  quality  services  by 
meeting  or  exceeding  client's  expectations.  Our  mission  is  to 
focus  exclusively  on  the  newspaper  and  printing  industry.  We 
endeavor  to  provide  a  work  hard,  play  hard  atmosphere  where 
we  take  our  work  seriously,  but  not  each  other.  Integrity,  a 
positive  attitude  and  intelligence  are  what  we  look  for  in  our 
people  and  take  pride  in  offering  to  our  customers 


DARIO  i 
DESIGNS 

205  WALNUT  STREET 
FRAMINGHAM,  MA  01702 
508-877-4444  FAX  877-4474 
www.dariodesigns.com 


NEWSPAPER 
ARCHITECTURE 
PLANNING 
CONSULTI  NG 


WIN  WIN  WIN  ...  and  WIN  again  ... 
with  DARIO  DESIGNS 

Dario  Designs  won  the  NEXPO  booth  design  award  four 
years  in  a  row.  Having  never  lost  a  design  competition,  Dario 
Designs  wanted  to  maintain  its  track  record.  Customers 
could  then  conclude  that  if  Dario  Designs  put  forth  the  same 
or  greater  effort  into  their  facilities,  they  too  would  be  the 
beneficiaries  of  the  best  designs  available. 


Their  first  WIN  (in  2001),  was  the  falling  blocks.  The  second 
booth  WIN  (in  2002),  introduced  the  cube  concept  that 
changed  daily  and  drew  attendees  back  each  day  to  a  new 
configuration.  The  third  WIN  (in  2003),  was  the  cube  concept 
taken  "outside  the  box".  It  was  "The  house  that  Dario 
Designs  built",  the  shed,  and  of  course  the  outhouse  which 
allowed  people  to  relax  in  the  shed  and  have  fun  with  the 
Lego  cubes  in  the  outhouse. 


The  fourth  WIN  (in  2004)  was  Piazza  Della  Dario 
Designs  where  everyone  relaxed  and  enjoyed  Dario's 
award-winning  meatball  sandwiches.  We  were  truly 
on  a  roll  celebrating  our  10th  anniversary  with  our 
first  quarter  revenues  exceeding  the  total  annual 
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ARCHITECTURE 
PROGRAMMING 
MASTERPLANNING 
STRATEGIC  PLANNING 
FEASIBILITY  STUDIES 
OPERATIONAL  COST  STUDIES 
EQUIPMENT  MANNING  STUDIES 
EQUIPMENT  SELECTION  &  AYOUT 


The  Flint  Journal,  Flint  Ml 


Southeast  Missourian,  Cape  Girardeau, 
MO  -  St.  Louis  Post-Dispatch,  St.  Lou 
The  North  Platte  Telegraph,  North  Platt 
Journal,  Las  Vegas,  NV  -  Dover  Co^' 
Democrat,  Dover,  NH  -  Exeter  Ne\«s-Le 
NH  -  Hampton  LJnion,  Hampton,  NH 
Newspapers,  Portsmouth,  NH  -  Ports  ' 
News,  Rockingham,  NH  -  York  County  ' 

-  The  Press  of  Atlantic  City,  Atlantic  Ci 
Record,  Hackensack,  NJ  -  The  Star  Lea 

-  North  Jersey  Media  Group  Inc.,  Roc 
Brunswick,  NJ  -  A.F.L.  Web  Printing, 
Voorhees,  NJ  -  The  Buffalo  News, 
Buffalo,  NY  -  Times  Herald  Record, 
Middletown,  NY  -  Daily  News,  New 
York  City,  NY  -  Asheville  Citizen  - 
Times,  Asheville.  NC  -  The  Wall  Street 
Journal.  Charlotte,  NC- The  Daily 


ai.  Des  Moines,  lA  -  Daily  News,  Bowling  Green,  KY  -  Courier-Journal,  Louisville, 
blishing,  Manchester,  KY  -  The  Times,  Shreveport,  LA  -  Bangor  Daily  News, 
le  Times  Record,  Brunswick,  ME  -  Sun-Journal,  Lewiston,  ME  -  The  Sun, 
The  Frederick  News-Post,  Frederick,  MD  -  The  Wall  Street  Journal.  White  Oak, 
Spirit,  Ayer,  MA  -  Creo-Scitex,  Bedford,  MA  -  Essex  County  Newspapers, 
iston  Herald,  Boston,  MA  -  The  Enterprise,  Brockton,  MA  -  Harvard  Crimson, 
The  Wall  Street  Journal.  Chicopee.  MA-MediaNewsGroup,  Inc.,  Devens,MA- 
Nashoba  Publishing,  Fitchburg,  MA  -  Sentinel  &  Enterprise,  Fitchburg,  MA  - 
Metrowest  Daily  News,  Framingham,  MA  -  The  Recorder,  Greenfield,  MA  - 
Groton  Landmark,  Groton,  MA  -  Harvard  Hillside,  Harvard,  MA  -  Eagle-  Tribune, 
Lawrence,  MA  -  MediaNews  Group,  Lowell,  MA  -  The  Sun,  Lowell,  MA  -  The 
Daily  Item,  Lynn,  MA  -  Pepperell  Free  Press,  Pepperell,  MA  -  The  Enterprise, 
Quincy,  MA  -  The  Patriot  Ledger,  Quincy,  MA  -  Essex  County  Newspapers, 
Salem,  MA  -  Shirley  Oracle,  Shirley,  MA  -  The  Republican,  Springfield,  MA  - 
Townsend  Time,  Townsend,  MA  -  Bay  City  Times,  Bay  City,  Ml  -  Valley 
Publishing,  Bay  City/Saginaw,  Ml  -  The  Grand  Rapids  Press,  Grand  Rapids, 
Ml  -  The  Flint  Journal,  Flint,  Ml  -  Citizen  Patriot,  Jackson,  Ml  -  Kalamazoo 
Gazette,  Kalamazoo,  Ml  -  The  Saginaw  News,  Saginaw,  Ml  -  Jackson  Citizen 
Patriot  Jackson  Ml  -  Northeast  Mississipnj  DaiL/  Journal.  Tupelo  MS  - 


The  Grand  Rapids  Press, 
V  V  Grand  Rapids,  Ml 
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beth  City,  NC  -  Gaston 
lia,  NC  -  News  &  Record, 
Ti Daily  Reflector,  Greenville, 
yt  Journal.  Bowling  Green, 
or,  Youngstown,  OH  -  The 
toria,  OR  -  The  Bulletin, 
laid  and  News,  Klamath 
Oregonian,  Pendleton,  OR  - 
irtland,  OR  -  Capital  Press, 
perCompany,  Chester,  PA 
[•Times,  Easton,  PA 


Advance,  Eliz 
Gazette,  Gastn 
Greensboro,  NC 
NC  -  The  Wall  Str 
OH  -  The  Vindici 
Daily  Astorian,  / 
Bend,  OR  -  He 
Falls,  OR  -  Eas 
The  Oregonian,  F 
Salem, OR-  Deei 


tar,  Anniston,  AL  -  The  BirminghamNews,  Birmingham,  AL  -  Casa 
jrande,  AZ  -  The  Alameda  Times  -  Star,  Alameda,  CA  -  The  Argus,  Frem 
ew,  Hayward,  CA  -  Alameda  Newspaper  Group  (ANG),  Oakland,  C, 
.  Oakland,  CA  -  Tri-Valley  Herald,  Pleasanton,  CA  -  San  Francisco  Ne' 
incisco,  CA  -  Cayman  FreePress,  Grand  Cayman  -  The  Wall  Street  J 
?  Wall  Street  Journal.  Orlando,  FL  -  The  Tampa  Tribune,  Tampa,  FL  - 
igusta  Chronicle,  Augusta,  GA  -  The  Wall  Street  Journal.  La  Grang 
jer,  Honolulu,  HI  -  La  Prensa,  San  Pedro  Sula,  Honduras  -  Chicago  Tribune,  C 
lia.  Crystal  Lake,  IL  -  Sauk  Valley  Newspapers,  Dixon,  IL  -  The  Papers,  Inc.,  Mill 
imal.  Naperville,  IL  -  Rockford  Register  Star,  Rockford,  IL  -  Fort  Wayne  Newsp; 


Dario  Designs  would  like  to 
thank  ail  of  our  customers  for 
contributing  to  our  success. 
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TKS  -  FOR  A  LASTING  IMPRESSION 


COLOR  TOP  gOOOCOH 

At  drupa  ’04  in  Dusseldorf,  Germany,  TKS  unveiled  its  new  6  x 
I  2  (75”  web  width  x  21”  cutoff)  press,  the  ColorTop  9000CDH 
I  (couple  drive,  H  style  unit)  rated  at  90,000  copies  per  hour.  This 
new  design  is  based  on  the  highly  successful  ColorTop  7000  4  x 
I  2  press  blanket  to  blanket  technology  and  the  ColorTop  8000, 
wide  web  directory  press.  TKS  technology  has  earned  a 
*  reputation  for  running  presses  with  70”  and  wider  webs. 

.  TKS  COLOR  TOP  4000  (2x2  FORMAT) 

TKS  has  complemented  its  product  line  by  adding  the  ColorTop 
4000.  Announced  at  NEXPO  ’04,  the  unit  features  newspaper 
and  semi-commercial  technologies.  The  unit  can  be  fitted  with 
digital  or  open  fountain  inking,  spray  bars  or  continuous 
dampening  for  commercial  work.  The  press  rated  speed  of 
70,000  cph  is  in  the  fastest  class  of  single  width  presses  in  the 
industry.  The  new  ColorTop  4000  will  have  all  the  features 
I  offered  with  the  ColorTop  7000  product  line,  the  big  brother  to 
the  ColorTop  4000. 

Let  us  show  you  how  these  new  presses  (additions  to  our 
^  shaftless  Color  Top  product  line)  could  fit  in  your  operation. 

COLOR  TOP  8200CD  FLOOR  MOUNTED 
RIGHT  ANGLE  PRESS 

A  new  production  center  in  Japan,  The  Shikoku  Shimbun 
(Newspaper)  Printing  Center  is  proving  that  all  doublewide 
presses  do  not  have  to  be  substructure  mounted.  This  new 
installation,  which  has  been  running  for  over  one  year,  has  all  of 
the  press  equipment  installed  on  the  same  floor  level  with  the 
mailroom  located  in  the  middle. 

The  reels  are  located  at  a  right  angle  from  the  Towers.  The  web 
is  led  in  a  straight  path  from  the  RTP  up  and  through  the  Tower. 
After  exiting  the  Tower,  the  web  is  then  turned  and  runs  straight 
into  the  folder.  This  method  is  much  preferable  to  turning  the 
web  prior  to  entering  the  Tower  because  of  web  control  issues. 

Three  presses  consisting  of: 

•  Four  high  towers  for  4/4  printing  mounted  right  angle  to  folder 

•  Two  high  towers  for  2/2  printing  mounted  right  angle  to  folder 

•  RTP’s  mounted  right  angle  to  press 

•  Double  folders  with  70  degree  folders 


Press  Specifications: 

•  21.5”  cutoff 

•  64”  wide  web 

•  85,000  copies  per  hour 

•  Couple  drive  shaftless 

•  Automatic  web  leading  from  RTP  to  folder 

•  Spray  bar 

•  AS/RS  roll  storage  system 

•  AGV  roll  transportation 

•  TKS  Inspector  (on  line  imaging) 

•  Blanket  wash 

•  Roller  Stocker  ) 

•  Paster  Preparation  Robots  i 

Several  U.S.  newspapers  have  visited  this  new  facility  and  | 

commented  on  the  efficiency  and  practicality  of  this  press  j 
design.  Several  advantages  of  this  design  are:  lower  ceiling  > 
height,  elimination  of  tabletop  foundation  and  more  efficient  l 
manning  due  to  press  and  mailroom  equipment  all  being  on  the  j 
same  level.  ' 

Let  us  show  you  the  benefits  of  this  unique  concept  in  press 
technology. 

MATERIAL  HANDLING 

TKS  is  in  the  process  of  consolidating  their  material  handling 
division,  KKS,  into  a  new  headquarters.  Currently  operating  out 
of  two  facilities  in  Osaka,  they  will  relocate  into  a  new  and  larger 
facility.  KKS,  a  sister  company  of  TKS,  manufacturers  and  sells 
a  wide  range  of  equipment  including  roll  handling  systems, 
paster  preparation  robots,  stackers  and  bundle  distribution 
equipment. 

Let  us  talk  to  you  about  new  and  interesting  solutions  in 
material  handling. 

For  additional  information  on  the  complete  line  of 
TKS  products  contact: 

TKS  Sales  for  North  America 

(800)  375-2857 

sales@tkspress.com 

www.tksusa.com 
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A  TOWER 

ALL  OTHERS  CAN 


LOOK  UP  TD. 


t  . 

Prestigious  newspapers  that 
have  purchased  33  TKS  Tower 
Add-Ons  are: 

Dallas  Morning  News 
Dallas,  Texas 

Dow  Jones 

Multiple  Locations  in  US 

Columbus  Dispatch 
Columbus,  Ohio 

Spokesman  Review 
Spokane,  Washington 

Atlanta  Journal  Constitution 
Atlanta,  Georgia 

The  Record 
Stockton,  California 


FOR  A  LASTING 
•  IMPRESSION 


If  there's  a  tower  in  your  future,  make  sure  it's  the  one  that  stands  ^91 
above  the  rest:  a  TKS  tower.  A  TKS  Tower  can  be  added  to  any  press- easily 
and  on  schedule.  Plus,  a  TKS  project  management  team  assigned  to  your  Tower 
will  coordinate  every  phase  of  the  installation  process  with  your  production 
people— all  the  way  to  start-up! 

'  "  ■  . . .  . .  .  .  . . .  ' 

Just  take  a  look  at  the  technologically-advanced  features  of  the  TKS  Tower 
and  you'll  understand  why  it's  one  of  the  best  selling  Towers  in  America: 

•  Infeed  and  outfeed  for  each  Tower 

•  Shaftless  drive 

•  Digital  or  open  fountain  inking 

^ _ 

Call  or  visit  our  website  today  and  learn  more  about  what  adding 
a  TKS  Tower  can  do  for  your  operation— and  your  bottom-line. 


.TKSU  SA.CQM 

Commerce,;Priv€ 
irdson,  Texas  75081 
•375-2857 
972-437-5858 
IL:  sales@tkspress.com 
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WIFAG  and  North  Jersey  Media  The  “evolution"  371  makes  use  of  the  image 
Group  (publishers  of  The  Record,  data  for  closed  loop  control  of  cut-off- 
Herald  News  and  34  weeklies)  of  register,  circumferential-register,  and  color 
Hackensack,  NJ  are  joining  together  to  bring  density, 
the  digital  workflow  in  newspaper  publishing 

all  the  way  to  the  press.  A  very  powerful  built-in  computer  platform 

for  image  processing  facilitates  the 
These  two  private  companies  have  agreed  processing  of  very  large  files  -  such  as 
on  a  new  “evolution”  371  press.  The  new  TIFF/G4-format,  Postscript  or  PDF-files. 
WIFAG  press  is  a  conventional  4-plate  wide 

by  2-plates  around  press,  but  it  facilitates  a  WIFAG  additionally  will  provide 
stepwise  migration  to  some  exciting  new  laser-imaging  units,  that  use  the  data  from 
features  including  Computer  to  Press  these  files  to  image  the  plates  on  the 
(CtPress).  cylinder.  Overall  imaging  times  of  less  than 

5  minutes  for  all  plates  of  a  production  run 
The  Record  prints  seven  daily  newspapers  are  feasible, 
in  addition  to  60  weeklies  and  numerous 

commercial  print  products  of  varying  web  North  Jersey  Media  Group  will  be  the  first 
widths.  They  have  been  moving  rapidly  publisher  in  North  America  with  real 
toward  a  complete  digital  workflow  over  the  Computer  to  Press  capabilities  on  a  large 
past  few  years  and  are  a  leader  among  the  double  width  newspaper  press.  The 
daily  papers.  “evolution”  371  will  guarantee  them  many 

years  of  continued  growth  into  the  digital 
world. 


WIFAG 

Mr.  Joe  Ondras 

640  Gunby  Road 
Marietta,  GA  30067 
Tel.770  850-8511 
Fax.  770  850-8550 
E-mail  JOEatWIFAG@aol.com 


,  Future  value  added  based 

if 

ton  proven  technology 

Designed  for  Investment  security 

-  Image  data  based  control  of  -  WIFAG  evolution  371, 

the  offset  printing  process  Quest-France,  Spring  2005 

-  Direct  imaging  in  the  press  -  WIFAG  evolution  471, 

Neue  Ziircher  Zeitung,  Fall  2004 


WIFAG 

WIFAG  Mr  Joe  Ondras 

640  Gunby  Road,  Marietta,  GA  30067 

Tel.  770  850-8511,  Fax  770  850-8550 

JOEatWIFAG@aol.com 
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GETTING  THE  ADVANTAGE:  j 

CNHI  RELIES  ON  NEW  DGM  EQUIPMENT  ! 

or  quite  some  time,  CNHI  (Community  ring  and  pinion,  and  optimized  oscillator  timing  for  _ 
Newspaper  Holdings,  Inc.)  has  relied  on  reduced  vibration.  Fully  oil  lubricated  drive  and  ' 
Dauphin  Graphic  Machines,  Inc.  (DGM)  for  all  operator  side  cylinder  bearings,  and  oscillator  bush-  > 
j  aspects  of  their  press  needs*from  parts  and  service  ings  with  low  oil  pressure  and  oil  filter  blockage  : 

I  to  rebuilding,  press  moves,  training,  and  new  protection  a  re  a  few  of  the  outstanding  features  of  th  is  | 
i  equipment  purchases.  press.  DGM  utilizes  the  proven  20  gallon  oil  reservoir  j 

in  the  tower  base  concept,  while  applying  complete  \ 
So  it  was  natural  for  CNHI  to  call  upon  DGM  when  oil  lubrication  to  the  DGM  Advantage.  The  addition  of  \ 
they  needed  a  hybrid  press  solution  for  their  new  one  oil  cooler  per  tower  coupled  with  DGM's  proven  I 
Newcastle  plant,  resulting  in  the  first  ever  DGM  lubrication  technology  will  keep  the  Advantage  j 
I  850/870  press.  And,  when  CNHI  needed  to  outfit  running  40,000iph  for  very  many  years  to  come, 
printing  plant  in  Texas  for  their  commercial  and  daily 

newspapers  work,  DGM  proposed  the  new  DGM  The  DGM  Advantage  also  houses  a  compact  design  j 
Advantage  with  the  DGM  430,  resulting  in  the  hybrid  spiral  brush  dampener  and  a  drop  down  ink  fountain  | 
430/Advantage  press.  with  calibrated  lever  keys  and  motorized  ink  ball.  The  1 

j  heavy  duty  frames  are  machined  from  ductile  iron  j 

The  DGM  Advantage  offers  new  technology  aimed  castings  for  longer  wear.  A  motor  driven  4"  diameter  ' 
j  squarely  at  the  high  speed  Newspaper  and  ink  fountain  roller  with  press  speed  tracking,  | 

■  Commercial  print  markets  with  the  heavy  duty  motorized  circumferential,  sidelay  and  unit-to-unit 
•  construction,  low  maintenance,  and  highly  functional  register,  pneumatic  control  of  ink  forms,  water  forms  | 

\  design  that  these  markets  demand.  Additionally,  the  and  impression  are  also  standard  features  of  the  \ 

\  DGM  Advantage  touts  an  impressive  speed,  DGM  Advantage.  Additionally,  this  press  utilizes  a  | 
(40,000iph)  and  proven  print  performance.  single  piece  stubby  journal  stainless  steel  plate  and  | 

blanket  cylinders  with  extended  eccentrics  and  heavy  \ 
For  well  over  a  decade,  DGM  products  have  been  duty  belt  drive  system.  The  Advantage's  plate  \ 

I  known  for  their  high  speed,  high  quality,  value  pricing  lock-ups  are  slot  gap  with  center  register  pin  and  ! 
j  and  unparalleled  performance.  The  DGM  Advantage  blankets  utilize  a  narrow  gap  reel  rod  lock-up  design,  j 
!  was  created  as  an  answer  to  a  specific  market  need  j 

?  in  single  width  presses.  Currently,  other  press  The  DGM  Advantage  is  available  in  21",  21  1/2",  22,  < 
manufacturers'  offerings  generally  fall  into  two  and  221/2"  cutoff*s.  Optional  features  include  spray  i 
categories:  basic  30-35,000  press  specifications,  or  bar  dampening,  oil  cooling,  water  cooled  vibrators,  ^ 
very  high  speed  unit  shaftless  designs  with  speeds  of  and  Footprint  shaftless  drives. 

45,000iph  or  higher.  The  middle  ground  is  the  print-  , 

er  who  wants  high  speed  proven  technology  without  Located  in  Elizabethville,  Pennsylvania,  DGM  : 
the  added  burden  of  maintaining  sophisticated  employs  175  persons  within  a  125,0000  square  foot  ' 
technology.  And,  they  want  it  all  at  a  value  price,  manufacturing  facility.  Dauphin  Graphic  Machines,  i 
After  identifying  this  market,  DGM  built  the  DGM  Inc.,  is  a  Pamarco  Technologies  company.  * 

Advantage  to  offer  greater  productivity  in  an 
uncomplicated  state-of-the-art  package. 

With  a  speedy  40,000  impressions  per  hour,  the  DGM 
Advantage  boasts  two  ink  form  rollers,  2  oscillators, 
blanket  cylinder  bearer  rings,  heat  treated  splined 
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GET  THE 


Dauphin  Graphic  Machines,  hie. 

1.800.DGM.6119 
717.362.3243  ' 

www.dauphingraphic.com 


INTRODUCING  THE 
DGM  ADVANTAGE 


FEATURES: 

•  40,000  iph 

•  Oil  lubrication  for 
gear  and  operator 
side 

•  Full  motorization 
package 

•  20  gallon  oil  reservoir 

•  Blanket  bearers 

•  Spiral  brush 
dampening 

•  Cutoffs:  21”, 

21.5”,  22” 
and  22.75” 


SPECIAL  ADVERTISING  SECTION 


OFFSET  WEB  MANUFACTURER  UNVEILS  IMAGE  OF  THE  FUTURE 


QUAD-STACK  SUCCESS  HELPS  WEB  PRESS  CORPORATION  SEE  ITSELF  IN  NEW  LIGHT 


Starting  in  May  of  2004,  Web  Press  Corporation  With  an  expanded  sales  force  around  the  world,  a 
has  unveiled  not  only  a  new  visual  identity,  but  brand  new  look,  and  increased  access  to  information 
more  integrated  and  expanded  methods  for  via  a  redesigned  website,  Web  Press  Corporation  is 
communicating  with  current  and  future  customers,  set  to  spread  the  word — adding  color  to  a  black  and 
Mark  Ricca,  VP  of  Sales,  spearheaded  the  effort  to  get  white  world  can  make  everything  come  to  life — 
the  word  out  that  “Web  Press  Corporation  equipment  including  the  bottom  line. 

can  bring  vibrant,  four-color  products  to  small  and  Web  Press  Corporation  provides  quality  web  offset 
mid-size  web  printing  facilities,  improve  productivity,  printing  equipment  worldwide  to  build  on  current 
help  cut  waste,  and  enhance  their  revenue.”  investment,  expand  capacity,  and  grow  your 

This  fall,  Web  Press  Corporation  will  unveil  a  new  business.  Their  innovative  modular  approach  makes 
exterior  design  to  their  equipment.  “We  felt  it  was  it  easy  to  add  or  expand  your  four-color  capabilities, 
time  for  our  presses  to  demonstrate  on  the  outside  including  coldset,  heatset,  or  UV  applications.  They 
the  same  level  of  contemporary  technology  that  has  welcome  inquiries,  please  call  253.395.3343,  or 
always  been  on  the  inside — a  solid,  hard-working  toll-free  in  the  US;  800.424.1411.  To  learn  more,  visit 
piece  of  equipment  built  to  stand  up  to  the  most  www.webpresscorp.com 
grueling  schedule  and  produce  a  quality  product  year 
after  year,”  said  Ricca. 


Put  24,000  lbs  df 

Iron  on  Ydur  Desk. 


See  the  new  live  action  demo  of  the 
innovative  4+4  web  offset  Quad-Stack 
press  from  Web  Press  Corporation. 


For  your  free  copy  of  the  Quad-Stack 
Demo  CD,  order  on  line  at: 
www.webpresscorp.com/demo, 
or  call  toll  free  in  the  US:  800-424-1 41 1 


Phone:253-395-3343 
email:  info@webpresscorp.com 


Refer  to  the  code  from  this 
ad  to  receive  a  Bonus  Gift 
with  your  CD. 


•fvST 
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SPECIAL  ADVERTISING  SECTION 


BUILDING  YOUR  BOTTOM  LINE  WITH  VISION:  E-TOOLS  TO  BUILD  PROFITS 


Vision  Data  is  moving  toward  the  future  with  new 
E-tools  for  newspapers  and  an  entirely  re-designed 
web  site:  www.vdata.com. 

The  Vision  E-Renewal  tool  allows  classified  and/or  retail 
reps  to  generate  generic  or  individualized  e-mails  in 
addition  to  or  in  place  of  call-backs  to  customers  with 
expiring  ads.  As  newspapers  increasingly  are  finding 
traditional  callbacks  ineffective,  since  many  advertisers 
are  unreachable  during  business  hours,  they  seeking 
better  ways  of  renewing  expiring  ads.  The  Vision  E- 
Renewal  System  can  be  set  up  so  that  advertisers  simply 
have  to  reply  to  the  e-mail  to  re-order  their  ad  for  an 
optional  number  of  days. 

In  addition  to  E-mail  or  faxing  capabilities  already  available 
for  statements  or  invoices,  classified  ad  proofs  (with  auto¬ 
generated  multiple  up-sell  versions),  mail-merged  sales 
pieces,  credit  applications,  reports,  collection  reminders, 
and  subscription  renewal  notices,  all  directly  from  user 
workstations.  Vision  Data  is  also  expanding 


electronic  capabilities  in  a  variety  of  areas. 

Vision  Data  is  now  live  in  several  sites  with  Vision 
HomeLink,  a  tool  that  allows  a  private  individual  or 
business  to  place  a  classified  ad  directly  from  their  home 
computer,  with  direct  system  access  for  accurate, 
classification  sensitive  rating,  built-in  up-sell  options  and 
direct  system  links,  that  eliminates  the  need  for  re-keying. 
The  new  Vision  E-Invoice-Us  addition  to  the  Vision 
Accounts  Payable/General  Ledger  system  saves  time  and 
errors  for  the  newspaper.  It  allows  a  vendor  to 
electronically  submit  an  invoice  directly  to  the  newspapers 
accounts  payable  system,  create  a  payment  voucher  and 
place  it  in  a  hold  queue  for  the  payables  department  to 
review  prior  to  approving  payment. 

Vision  BizLink,  allows  businesses  to  directly  access  their 
own  account  information  for  display,  classified  or  both. 
They  can  look  up  payment  or  ad  order  history,  check 
credits,  contract  status,  or  actually  place  orders  if  the 
newspaper  chooses  to  allow  this  access. 


Improve  your  BOTTOM  LINE  ... 

with  VISION 

1^  Classified  Sales  &  Paginarion  •  Display  Ad  Sales,  Billing  •  Circulation  Management  | 

Vision  Data  Newspaper  Management  Systems 

•  Unmatched  rating  &  pricing  flexibility  for  combo  selling  and  complex  rate  structures. 

•  Total  customer  service  -  fully  integrated,  from  a  single  workstation  -  Classified,  Display,  Circulation. 

•  Emaih  or  fax  customer  statements^  ad  proofs,  credit  applications,  etc.  from  any  workstation. 

VISION  DATA 

VISION  DATA  COmPMLVT  CORPORATION 

•  Common  database  with  a  single  file  per  customer  -  Improve  credit  controls  -  Improve  sales  and  marketing. 

Proven  experts  in  remote  multi-publication  networking. 

Celebrating  our  30th  Anniversary 

now  supporting  over  1,000  publications. 


518-434-2193 


www.vdata.com  email:  sales@vdata.com 
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SPECIAL  ADVERTISING  SECTION 


■ 


MEtKfTEC 


>lntelligent  Inserting  Technology> 


Founded  in  1998,  NEWSTEC  has  quickly 
become  the  leading  company  for 
remanufactured  inserters  and  post-press 
design.  In  addition,  NEWSTEC  software  controls, 
including  the  best  selling  NEWSCOM  Inserter  Control 
Management  System,  has  evolved  into  an  industry 
leader  for  post-press  machine  control  software. 


Thus,  NEWSTEC's  philosophy  is  simple:  A 
quality  remanufactured  Inserter  with  state-of-the-art 
software  and  post-press  controls  allow 
newspapers  the  ability  to  meet  their  production, 
advertising,  and  budgetary  goals. 


So  why  pay  more  for  new  inserting  technology  when 
a  NEWSTEC  solution  will  meet  all  of  your  goals? 


We  understand  newspapers  and  newspaper 
packaging.  In  a  highly  competitive  environment, 
newspaper  companies  are  continuing  to  look  for  ways 
to  optimize  their  budgets  and  maximize  profits. 
Furthermore,  because  advertisers  demand  smaller 
and  smaller  ad  zones,  and  newspapers  demand 
accountability  and  reporting  capability,  control 
software  has  become  an  integral  tool  for  newspaper 
packaging. 


For  your  next  post-press  upgrade,  contact 
NEWSTEC  today  at  800-900-7569.  We  welcome  the 
opportunity  to  work  with  you  and  assure  you  of  our 
commitment  to  maximize  your  budget  and  meet  all  of 
your  production  requirements. 


Is  it  time  for  a  post-press  upgrade? 
Make  the  intelligent  choice. 


A  NEWSTEC  re  manufactured  inserter  allows  for 


high  net  throughput  speeds  and  state-of-the-art 
control  capabilities.  When  it  comes  time  for  your  next 
post-press  upgrade,  meet  all  your  production,  advertising, 
reporting  and  budgetary  goals  with  NEWSTEC. 


>lntelligent  Inserting  TechnologY> 

4  Walpole  Park  South  Drive,  Walpole,  MA  02081 
P.  800-900-7%9  F.  508.850.7951  www.newstec.com 
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SPECIAL  ADVERTISING  SECTION 


“Tyj?M»M9  PAC??ft9IM9  !nT9  PmF!T" 


Profitpackaging's  P3  Note  &  Label  Applicator  is  an 
intelligent  alternative.  The  P3  is  built  with  the 
highest  quality  components  coupled  with 
state-of-the-art  electronics  to  offer  a  simple,  low 
maintenance  product.  The  design  is  to  capitalize  on  the 
hottest  new  revenue  producing  idea  in  the  newspaper 
industry,  front  page  advertising. 

Profitpackaging  specializes  in  the  smaller  to  medium 
newspaper  and  commercial  web  printer.  The  expertise 
offered  extends  into  conveyors,  inserters,  stitchers  and 
tie  lines  which  allows  for  a  smooth  transition  when 
adding  note  application  on-line.  As  a  result 
Profitpackaging  provides  modifications  to  existing 
equipment  when  necessary. 

Profitpackaging  now  offers  the  new  P3  Chopper  for  liner 
waste  in  the  note  application  process  and  a  handy 


carrying  cart  which  holds  four  boxes  of  notes.  Both  new 
items  compliment  well  the  already  simple  on-line  note 
application  process.  The  chopper  will  cut  waste  into  2“ 
pieces  allowing  12,000  to  15,000  notes  to  gather  in  one 
small  trashcan.  The  P3  cart  keeps  up  to  48,000  notes 
uniform  and  safe  in  a  very  small  space. 

Profitpackaging's  philosophy  is  to  provide  the  highest 
quality  machine  in  the  simplest  form  of  operation.  We 
provide  quick  turnaround  times  to  get  your  company  in 
the  profit  making  game  with  little  or  no  interruption  to 
your  daily  process. 

If  you  have  an  inserter,  press,  stitcher,  or  off-line  base, 
you  can  incorporate  the  P3  into  your  operation  today. 
Our  prices  are  reasonable  and  competitive.  Call  us 
today  for  a  quote  and  site  survey  to  see  what  the 
possibilities  are. 


If  You  Have  One  Of  Thes 


Heidelberg 

Muller 

Kansa 

Ferag 

Press  (Up  To  665/min) 

Stitcher 


Profitpackaging,  Inc, 

Phone:  (660)  438-7090  F/Kr.  (660)  438-7095 

Pr6FITPACKAGING@EARTHUNK.NET  -  VmW.PROFITPACKAGIN'G.^oh^..;'  *.  ? 


■  SPECIAL  ADVERTISING  SECTION 


USING  A  VARIETY  OF  DIRECT  MAIL  RESPONSE  VEHICLES 

TO  INCREASE  YOUR  CIRCULATION  BASE 


The  average  newspaper  reader  is  obtaining 
information  from  a  variety  of  sources.  In  order 
^  to  reach  existing  and  potential  new 
subscribers,  newspapers  need  to  use  many 
approaches  to  put  their  product  in  the  hands  of 
potential  customers.  One  proven  method  is  direct 
mail  subscriber  solicitation. 

B&W  Press  offers  a  two-tiered  approach.  Part  I  is  to 
use  a  free-standing  newspaper  insert  that  is  nested 
within  the  paper  which  will  fall  out  when  the  paper  is 
•  opened.  This  circulation  envelope  is  a  generic  piece 
I  targeted  to  the  mass  audience.  Free  standing  inserts 
I  eliminate  the  need  for  postage  and  while  reaching 
I  newsstand  readers  who  are  currently  purchasing  your 
I  paper.  Part  II  would  be  a  targeted  mailing  of  a 
j  renewal  or  a  blanket  initial  subscription  offer  to 
j  people  within  your  surrounding  area  and  demographic. 
1  Qualified  lists  whether  they  are  a  house  list  or  rented 
I  list  give  you  target  information  and  an  increased  rate 
I  of  response.  Personalization  has  an  even  greater 
i  response  rate.  When  mailing  a  piece  through  the 
-  postal  service,  be  sure  that  you  use  a  quality  piece 
,  that  is  both  economical  and  effective  for  the  best 
!  return  on  investment. 

I  At  B&W  Press,  you  can  use  the  same  piece  as  an 
I  insert  as  well  as  a  mailer.  Creating  the  same  piece  at 
the  same  time  to  act  as  both  a  mailer  and  insert  will 
allow  you  the  economies  of  larger  runs  and  save  you 
money.  Free  electronic  design  templates  and  many 
samples  of  products  currently  being  used  by  other 
national  newspaper  companies  are  available  to  assist 
you  in  creating  a  two-tiered  campaign.  B&W  Press 


will  manufacture  the  two  different  direct  mail  formats 
at  the  same  time  then  ship  the  free  standing  insert  ^ 
version  directly  to  your  newspaper  and  the  remaining  | 
amount  would  be  inkjet,  sorted,  trayed,  and  mailed 
accordingly  to  your  list.  If  you  wish  to  use  your  house 
list  and  rent  one,  B&W  Press  provides  all  necessary  ' 
lettershop  services  including  merge/purge  and  data  ■ 
prep  to  clean  the  list  and  eliminate  costly  duplicates. 
B&W  Press  has  a  reputation  of  producing  consistent 
quality  products  that  work  well  for  automated 
insertion  and  in  the  mail.  If  you  wish  to  obtain 
pricing,  additional  information  and  samples,  or 
discuss  your  newspaper  direct  mail  needs  with  one  of 
their  highly  trained  representatives,  please  call  (978) 
352-6100.  Use  the  manufacturer  that  newspapers 
all  across  the  country  have  depended  on  for  years  for 
your  next  direct  mail  campaign. 

B&W 

PRESS 

Point  to  Us! 

Customer  Service  Group  B&W  Press,  Inc. 

Paul  Beegan  401  E.  Main  Street 

Dan  Kimball  Georgetown,  MA  01833  ; 

Kathleen  Poirier  (978)  352-6100 

Jenny  Thibault  (978)  352-5955  fax 

Thom  Laycock  www.bwpress.com 

Mary-Hope  Eagan  email: 

Wanda  Codair  csr@bwpress.com  j 

Bill  Larsen  ! 

Jerry  Pare  j 
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INCREASE  YOUR  NEWSPAPER 


Name 


Quantity 


Company 


Address 


Telephone  ( 


FAX  COUPON  OR  MAIL  SEE  IDEAS  THAT  WORK 


^  ^  W  f  M  1  V  J  k 


Point  to  Us! 


For  pricing,  customer  service,  or  any  questions  call: 


I'm  Interested,  Send  me  a  FREE  Sample  Kit! 

3  I'm  Interested,  in  your  FREE  Re-Design  Offer!  You  will  re-design 
my  existing  artwork  or  digital  files  into  an  All-in-One,  Two-way 
Direct  Response  Mailer  or  Insert,  prmse  cau  to  discuss  in  man  detail. 

3  I  need  Price  &  Schedule  info  for  a  New  Project. 

Newspaper  Subscription  Order  Form  Envelope  Inserts 
Newspaper  Inserts  -  Two-way  Mailer’s  and  B.R.C.'s 


visit  our  '^obsitos 


Turn  Prospects  Into  Readers!  1 

For  a  lot  less  than  you  may  think!  \\ 

Envelope  for  Privacy  » 

These  formats  are  ideal  for  Newspaper  Subscription  IS 

Prospecting  or  Renewals  with  Built-in  Payment  Envelope  1 
for  check,  to  gather  subscribers  email  address  and  of  1 
course  Credit  Card  Privacy!  \ 

Say  YES,  and  we  will  send  you  a  FREE  Sample  Kit  of  successful 
formats  we  have  manufactured  and  mailed  for  other  publications.  Plus, 
use  our  FREE  Re-design  Ojfer!  Send  us  a  sample,  digital  files  or  just 
e-mail  a  PDF  file  to  csr(S)bwpress.com  of  a  recent  subscription  effort.  We 
will  customize  your  art  digitally  to  our  All-in-One  Format  with  Envelopje  for  Free. 

Use  our  two-step  program  of 

INSERTS  AND  DIRECT  RESPONSE  MAILERS 


•  Two  Products  -  One  Low  Cost 
Same  Copy  A  Artwork 
Two  different  folding  formate  for 
two  different  end  ueesi 


■  lo  \>veV«*5tv 


ii 


Inkjet  Personalized 
,  Direct  Response 
^^-Maller 


Newspaper  B*W  PfCSS' 

All-In-One  Mailing  Advantage 

Inside/oirtside  In-line  Personalization 

Unlimited  Formats  -  FREE  Re-design  Offer! 

Our  all-in-one  inserts  and  mailing  pieces  are 
designed  to  increase  response  and  tower  costs. 

kll  technology  and  services  under  one  roof 

Economical  testing.  10,000  Minimum  Runs  Available! 


Reach  Newspaper  Subscribers 
in  their  Newspaper  at  home 
or  in  their  Mailbox! 


Tel:  (97B)  352-6100  Fax:  (978)  352-5955 
visit  our  website  @  www.bwpress.com 


Mail  or  Fax  coupon  to; 

401  East  IVIain  St.,  Georgetown,  IVIA  01S33 

or  e-mail  us  at  csr@bwpress.com 


Aw  shucks! 

President  Bush 
checks  the  voting 
(and  corn)  crop 
during  a  campaign 
stop  in  the 
battleground  of 
Davenport,  Iowa 
in  August,  while 
Sen.  Kerry  swings 
for  the  electoral 
fences  at  the  “Field 
of  Dreams”  site 
in  Dyersville,  Iowa. 
Both  campaigns 
have  focused  this 
year’s  race  on  voters 
in  a  few  key  toss-up 
states,  forcing 
campaign  embeds 
to  get  off  the  plane 
and  on  the  ground. 


BY  JOE  STRUPP 


USA  TOiMF  REPORTER  KaTHY  KiELY  IS  USED 
to  covering  presidential  candidates  from 
the  air.  Since  1984,  she’s  flown  on  the  cam¬ 
paign  planes  of  Walter  Mondale,  George 
H.W.  Bush,  and  Bill  Clinton.  So  what  was 
she  doing  talking  to  folks  at  a  recent  pig  race  in  North 
Haverhill,  N.H.?  Getting  the  story,  which  increasingly 
means  listening  to  voters  on  the  ground  rather  than  candi¬ 
dates  and  spin  doctors  in  the  sky.  “You  go  to  places  that  are 
off  the  beaten  path;  I  am  covering  it  from  the  grass  roots 


62  EDITOR*  PUBLISHER  SEPTEMBER  2004 


www.editorandpubllsher.com 
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^  REPORTERS  ARE  NO  LONGER  JUST  BUOYS  ON  BUS 
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up,”  says  Kiely,  who  has  eschewed  flying 
around  with  the  candidates  during  the 
past  few  months  for  road  trips  through 
toss-up  states  like  West  Virginia,  Oregon, 
and  Arkansas.  This  year,  she  observes, 
reporters  are  turning  traditional  coverage 
“on  its  head.” 

After  more  than  20  years  writing  about 
politics  and  presidential  elections  at  ma¬ 
jor  daily  papers,  Kiely  became  one  of  sev¬ 
eral  USA  Today  reporters  to  tackle  a  new 
“battleground  state”  beat  this  year.  While 
the  national  daily  still  has  reporters  fol¬ 
lowing  George  W.  Bush  and  John  Kerry 
around  the  country'  —  more  by  air  than 
bus  these  days  —  most  of  its  reporters 
are  focused  strictly  on  voters  in  the  15  or 
more  states  that  are  still  too  close  to  call. 

“They  have  gone  back  to  the  person-to- 
person  approach,”  Jill  Lawrence,  a  veter¬ 
an  USA  Today  political  reporter,  says 
about  both  the  candidates  and  the  press 
in  2004.  Reporters  “are  getting  more  time 
out  of  the  campaign  bubble,  and  more 
perspective.” 

David  Broder,  the  longtime  political 
columnist  for  The  Washington  Post,  pre¬ 
dicted  this  surge  in  shoe-leather  reporting 
during  an  appearance  at  April’s  American 
Society  of  Newspaper  Editors  conference, 
at  which  he  said  the  slogan  for  2004  cov¬ 
erage  should  be,  “watch  the  damn  voters.” 

The  result  is  a  new  approach  among 
many  newspapers  to 
reach  down  to  the  voter 
level  for  stories,  opin¬ 
ions,  and  trends.  While 
swing  states  have  al¬ 
ways  been  a  focus,  jour¬ 
nalists  say  this  year’s 
contest  has  produced 
a  much  more  intensive 
approach  in  even  fewer 
states.  In  nearly  every 
case,  major  newspapers 
have  severely  altered 
their  coverage  to  give 
readers  a  new  v'iew  of  the  election  from 
the  voters  and  volunteers  in  what  some 
refer  to  as  a  “ground  war.” 

“I’ve  had  fewer  people  on  the  planes 
and  more  people  who  have  gone  out  to 
get  the  flavor  and  the  feeling  of  the  race,” 
notes  Don  Frederick,  national  political 
editor  for  the  Los  Angeles  Times.  Maralee 
Schwartz,  national  political  editor  for  the 
Washington  Post,  says  the  paper  launched 
its  “Ohio  Project”  earlier  this  year  with 
two  reporters  focused  solely  on  the  Buck¬ 
eye  State.  “We  are  down  in  the  trenches 
more,”  she  says.  “We  would  usually  just 
do  a  few  pieces  near  the  end  [of  the  cam- 
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paign]  on  turnout  and  focus  more  on  the 
ad  wars.  But  it  is  really  being  more  bal¬ 
anced  by  these  ground-war  tactics.” 

Getting  into  the  ‘swing’ 

The  ground  war  reflects  the  fact  that 
while  television  advertising  remains  as 
key  as  ever,  both  sides  in  the  race  are 
building  blocks  of  support  at  the  smallest 
levels,  and  began  such  moves  as  early  as  a 
year  ago.  Volunteers  and  campaign  work¬ 
ers  are  assembling  in  greater  numbers  to 
make  personal  contact  with  voters,  w'hile 
the  candidates  themselves  are  doing  more 
to  press  the 
flesh  at  as  many 
appearances  as 
they  can. 

In  addition, 
the  rise  of  Web 
publicity  and 
fund-raising,  as 
well  as  the  new 
“527”  commit¬ 
tees  that  collect 
and  spend  campaign  funds  more  widely, 
have  given  average  voters  increased  av¬ 
enues  for  involvement  and  impact.  Add  to 
that  a  strong  division  over  issues  ranging 
from  Iraq  to  gay  marriage,  as  well  as 
polling  that  indicates  a  tight  race,  and 
voters’  viewpoints  carry  more  meaning 
than  ever.  “It  is  really  not  a  national  elec¬ 
tion  anymore,”  observes  Barbara  Serrano, 
deputy  political  editor  at  the  Los  Angeles 
Times.  “It  causes  the  reporting  to  be  more 
geographically  tailored.” 

Most  editors  say  they  have  not  boosted 
staffing  considerably  compared  to  four 
years  ago,  pointing  to  budget  constraints. 


—  KATHY  KIELY/USA  Today 


But  new'sroom  leaders  contend  they  are 
able  to  cover  both  the  traditional  cam¬ 
paign  news  and  the  increased  grassroots 
efforts  by  rotating  staffers  and  utilizing 
existing  resources. 

“It  grows  and  shrinks,”  Richard  Berke, 
Washington  editor  for  The  New  York 
Times,  says  about  the  political  assign¬ 
ments.  “In  terms  of  actual  reporters,  it  is 
about  the  same.” 

Berke’s  paper  has  distinguished  itself 
with  a  special  “State  By  State”  series,  a 
meticulous  look  at  battleground  states 
w'ith  in-depth  profiles,  so  far,  of  Ohio, 
New  Mexico,  New'  Hampshire,  and  Wis¬ 
consin.  The  project  includes  an  ambitious 
map  of  each  state  showing  a  county-by- 
county  voter  breakdown  from  the  2000 
presidential  election,  as  well  as  party 
breakdowns  of  all  state  legislative  seats 
and  statewide  elected  offices. 

Web  sites  also  have  taken  advantage  of 
their  limitless  capabilities,  w'ith  several 
newspapers,  such  as  the  ATete^  York  Times 
and  Los  Angeles  Times,  providing  an  up¬ 
dated  online  battleground  map.  The  L.A. 
Times  map  is  among  the  richest,  with  the 
latest  polling  data  for  each  state,  as  well 
as  information  on  how  the  voters  there 
cast  ballots  in  each  previous  presidential 
year  since  1988.  Drawing  on  its  interac¬ 
tive  features,  users  can  assign  states  to 
different  candidates  to  create  their  own 
scenarios  for  a  Bush  or  Kerry  win. 

Echo-activists 

Several  major  papers  have  chosen  at 
least  one  or  two  battleground  states  in 
which  to  pinpoint  a  major  portion  of  cov¬ 
erage,  with  reporting  almost  exclusively 
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linked  to  real  voter  opinions  over  political 
spin.  “The  idea  is  to  illuminate  what  hap¬ 
pens  on  the  ground  in  a  swing  state,”  says 
John  Harris,  a  Washington  Post  reporter 
who  has  teamed  with  fellow  staffer  Paul 
Farhi  for  the  paper’s  Ohio  Project.  “You 
have  to  look  at  which  places  matter  most. 
The  two  sides  are  arguing  over  such  a  small 
handful  of  voters,  the  micro-campaign 
matters.” 

During  the  past  few  months,  Harris  and 
Farhi  have  spent  a  combined  six  weeks  or 
so  in  Ohio,  penning  lengthy  articles  on  how 
the  voters  feel  and  what  the  campaigns  are 
doing  there  to  gain  an  advantage.  One  re¬ 
cent  story  looked  at  the  use  of  “echo  poli¬ 
tics,”  in  which  the  campaigns  have  local 
supporters  promote  their  candidates  via 
e-mails  to  friends,  calls  to  area  radio 
shows,  and  even  water-cooler  talk.  Other 
pieces  have  reported  on  Bush’s  use  of 
house  parties  to  stimulate  turnout  and  pro- 
Kerry  groups  like  America  Coming  Togeth¬ 
er,  which  has  registered  nearly  300,000 
Ohio  voters,  mostly  through  a  band  of  450 
hourly  staffers  who  go  door-to-door. 

“We  went  several  decades 
with  the  focus  on  broadcast 
mediums,”  Harris  observes. 

“Now  the  pendulum  has 
sort  of  swung  back.”  Post 
veteran  (and  bestselling 
author)  David  Maraniss, 
meanwhile,  has  spent  the 
majority  of  his  time  in 
Dubuque,  Iowa,  writing 
a  series  of  stories  focused 
specifically  on  the  eastern 
Hawkeye  State  city  as  a 
microcosm  of  voter 
thought. 

The  Boston  Globe,  which  has  increased 
its  overall  coverage  of  Kerry  due  to  his  local 
links,  has  also  put  a  major  focus  on  Ohio 
by  forming  a  focus  group  of  voters  that  it 
checks  in  with  regularly.  “Issues  are  proba¬ 


bly  much  clearer  than  they  were  in  2000,” 

I  says  John  Yemma,  Globe  deputy  managing 
'  editor.  “The  get-out-the  vote  effort  is  some¬ 
thing  you  have  to  watch  even  more  closely.” 
A  lengthy  Globe  story  in  late  June  reported 
solely  on  what  the  focus  group  believed 
were  the  state’s  most  important  problems, 
citing  job  losses  at  nearby  manufacturing 
plants,  local  churches’  stance  on 
abortion,  and  area  gas  prices. 

The  Philadelphia  Inquirer  is 
taking  a  similar  approach  with  a 
Philly-area  citizens  panel  created 
to  give  feedback  as  the  election 
proceeds.  “We  will  be  visiting 
with  them  through  the  fall,” 
reveals  Ned  Warwick,  Inquirer 
national  and  foreign  editor,  who 
added  that  the  paper  had  done 
more  stories  during  this  election 
cycle  than  in  the  past  on  subur¬ 
ban  voter  views  in  this  swing  state.  “They 
[suburbs]  are  filled  with  independent 
voters  who  can  be  swayed.” 

The  'Show  Him!  state 

An  ambitious  solo  effort  involves  Tim 
Jones,  a  veteran  reporter  with  the  Chicago 
Tribune,  who  has  staked  out  Missouri  as 
the  quintessen¬ 
tial  swing  state 
and  is  spending 
most  of  his  time 
there  gauging 
voter  and  can¬ 
didate  views. 

“I’ve  discov¬ 
ered  the  more 
you  get  into 
Missouri,  the 
more  complicated  it  becomes,”  Jones  says 
via  cell  phone  during  breakfast  at  a  Court¬ 
yard  by  Marriott  in  St.  Louis  one  summer 
morning.  “Being  here  allows  you  to  dig  into 
the  stratas  and  substratas  and  nuances  of  a 
state  that  can  be  so  [politically]  discrimi¬ 


nating.”  Tribune  editors  chose  Missouri, 
in  which  Jones  has  spent  more  than  three 
I  weeks  since  May,  for  two  reasons:  It  re- 
I  mains  undecided,  and  it  has  voted  for  the 
j  winner  in  every  presidential  race  except 
!  one  (1956)  since  1900. 

Jones  estimates  driving  more  than  3,000 
miles  across  Missouri  so  far.  As  he  pointed 


out  in  a  July  9  stoiy,  the  state  has  produced 
native  sons  as  diverse  as  Mark  Twain,  Har- 
ly  Truman,  and  Rush  Limbaugh.  “It  mir¬ 
rors  the  nation,”  he  wrote  in  the  same 
story.  His  coverage  mixes  the  views  of  resi¬ 
dents  ranging  from  a  Missouri  City  schools 
superintendent  to  a  souvenir  shop  owner 
outside  Kansas  City,  with  issues  as  diverse 
as  the  loss  of  manufacturing  jobs  and  the 
I  rise  in  military  spending.  Conspicuously 
i  absent  from  most  stories  are  any  spin  from 
i  the  Karl  Roves  or  James  Carvilles  of  the 
world. 

A  key  stop  in  Missouri  for  Jones  and  oth¬ 
ers,  including  USA  Today’s  Kiely,  has  been 
Clay  County,  famous  because  Grore  won  the 
county  by  one  vote  out  of  nearly  80,000  in 
i  2000.  The  county  infamously  cast  no  votes 
i  for  Abraham  Lincoln  in  I860,  according  to 
a  Jones  story.  Missouri  also  was  the  only 
I  state  that  year  to  be  won  by  Democrat 
Stephen  A.  Douglas,  further  adding  to  its 
independent-voting  legend. 

,  Despite  staying  in  50-year-old  motels, 
i  often  with  no  Web  link,  and  venturing  into 
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desolate  parts  of  the  state  that  leave  his  cell 
phone  and  Blackberry  useless,  the  54-year- 
old  Jones  hails  the  effort  as  the  most  fim 
he’s  had  in  more  than  20  years  of  report¬ 
ing.  “It  is  as  far  away  from  politicians  as  I 
can  get,”  he  says.  “You  can  really  get  a  sense 
of  what  people  are  saying,  and  thinking.” 

The  Los  Angeles  Times  plans  a  similar 
effort  following  the  Republican  National 
Convention,  but  has  yet  to  choose  its  target 
state  or  reporter,  according  to  Serrano. 

The  Times  reporter  will  take  up  residence, 
probably  in  an  apartment,  for  the  final  two 
months  of  the  campaign.  Serrano  specu¬ 
lates  that  Ohio  or  Florida  are  the  most  like¬ 
ly  locations:  ‘The  advantage  is  that  you  are 
not  doing  one  story  from  the  state,  you  can 
do  different  perspectives  and  really  soak 
up  the  place.” 

Church  and  coffee 

In  other  cases,  newspapers  are  taking 
different  approaches  to  the  voter-on-the- 
street  interview  than  the  usual  random 
sampling.  The  Los  Angeles  Times,  for  ex¬ 
ample,  sent  columnist  Ronald  Brownstein 
and  writer  Faye  Fiore  to  a  Minneapolis 
suburb  in  June.  On  a  Sunday  morning  in 


to  interview  churchgoers  and  the  other  to 
speak  with  coffeehouse  visitors  who  don’t 
attend  services  regularly. 

That  is  the  type  of  piece  that  we  would 
not  have  done  in  the  past,  but  that  is  now 
definitive,”  the  Times’ Frederick  says. 

Campaign  veteran  Jodi  Wilgoren  of  the 
New  York  Times  epito- 


17  piece  on  the  planning  for  John  Kerry’s 
“front  porch”  events,  describing  how  resi¬ 
dents  in  one  Oregon  neighborhood  had  to 
act  fast  to  ready  their  yards  for  the  nomi¬ 
nee  after  getting  last-minute  notice. 

While  they  are  not  tapping  into  every 
comment  from  Bush  and  Kerry  and  their 


they  do  get  a  lot  out  of  the  lower-level 
politicians  and  local  party  leaders,  who  are 
often  not  shy  about  their  feelings  of  the 
higher-level  race.  Those  folks  usually  have 
the  best  feel  and  will  be  more  honest  than 
the  campaign  spokesman,”  USA  Today’s 
Kiely  observes,  citing  recent  interviews 
v«th  a  West  Virginia  mayor  and  a  New 
Hampshire  state  senate  candidate,  both 
of  whom  were  glad  to  point  out  problems 
their  presidential  choices  were  having. 
They  are  also  in  contact  every  day  with 
constituents  so  they  get  an  earful.” 

As  the  ground  war  emphasis  adds  a  dif¬ 
ferent  approach  to  newspaper  coverage, 
several  editors  say  it  also  gives  newspapers 
an  upper  hand  on  their  broadcast  competi¬ 
tors  because  the  stories  require  a  deeper, 
more  descriptive  tone.  “It  is  more  richly 
told  in  print  than  on  television,”  says  Dan 
Balz,  a  veteran  political  writer  for  The 
Washington  Post.  The  visuals  are  not 
as  compelling  and  it  is  harder  for  [TV] 
because  of  the  limitations  on  their  time.” 

Warwick  of  the  Inquirer  agrees.  “News¬ 
papers  have  the  advantage  because  they 
have  the  time  and  space,”  he  observes.  “It 
is  our  strength  of  substance  and  resources 
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A  Day  in  the  Life  of  AP 


BY  DAVE  ASTOR 


Near  the  14th-floor  elevators  in  a 
New  York  office  building,  the  carpeting 
spells  out  “AP”  —  in  Morse  code.  Yes, 
we’re  in  the  new  headquarters  of  The 
Associated  Press,  but  one  can  imagine 
those  famous  initials  also  standing  for  three  other 
things:  “altered  proximity”  (formerly  separated  depart¬ 
ments  now  work  closer  to  each  other),  “awfully  pleased” 
(staffers  love  the  new  space),  and  “actual  progress” 
(execs  feel  the  relocation  symbolizes  how  the  156-year- 
old  news  service  is  remaking  itself  in  the  new  century.) 


At  the  age  of  156, 

The  Associated  Press 

BECOMES  THE  NEW  KID 
ON  THE  BLOCK  (WEST 
33rd  Street),  and  ‘E&P’ 

GETS  A  GUIDED  TOUR. 
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E^P  toured  AP  s  sprawling  new  Manhat¬ 
tan  digs  and  interviewed  two  dozen  people 
during  an  almost  11-hour  visit  on  Aug.  2. 
That  was  the  day  the  last  of  nearly  1,000 
New  York  staffers  arrived  at  450  W.  33rd  St. 
—  completing  the  move,  without  interrup¬ 
tion  of  client  service,  during  the  insanely 
busy  period  after  the  Democratic  National 
Convention,  before  the  Oljnipic  Summer 
Games,  and  not  much  in  advance  of  the  Re¬ 
publican  National  Convention  just  a  couple 
of  blocks  east  at  Madison  Square  Garden. 

“Those  were  the  cards  we  were  dealt,” 

AP  President/CEO  Tom  Curley  says  of  the 
timing,  noting  that  the  lease  was  up  at  50 
Rockefeller  Plaza  —  where  the  news  service 
was  headquartered  for  66  years.  But  he  adds 
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DEBBIE  SEWARD 

The  international  editor 
says  new  space  is  not 
as  “gloomy”  as  50  Rock 
and  it’s  nice  to  be  close 
to  other  departments. 


a  customer  base  that  includes  about  1,700 
U.S  newspapers,  5,000  radio  and  TV  outlets, 
and  8,500  international  clients. 

The  newsroom  also  features  numerous 
tumed-on  televisions  hanging  above  the 
scene.  And  editorial  staffers  can  get  TV  feeds 
on  their  double-monitored,  flat-screen  com¬ 
puters  —  all  of  which  are  new  and  powerful. 
But,  for  Kent,  the  best  thing  about  the  space 
is  that  it’s  big  enough  to  bring  together  print, 
photo,  graphics,  Web,  TV,  and  radio.  “We’ve 
finally  gotten  everybody  in  one  room,”  he 
says  with  satisfaction. 

Kent  walks  around  showing  how  various 
departments  abut  each  other  in  various  ways, 
including  by  subject.  For  instance,  those 
handling  national  stories  are  near  those  han¬ 
dling  national  photos,  and  those  producing 
written  entertainment  copy  are  near  AP’s  TV 
entertainment  unit.  All  of  this  facilitates 
sharing  of  content  across  media. 

Newsroom  staffers  can  also  interact  with 
non-editorial  employees  by  climbing  stair¬ 
ways  to  the  15th,  l6th,  and  l6th-mezzanine 
floors.  Those  three  levels  include  a  confer¬ 
ence  center  that  can  accommodate  about 
300  people,  senior  executive  offices,  the 
Services  &  Technology  department,  human 
resources,  an  eating  area,  a  fitness  center, 
and  other  facilities. 

Another  way  of  facilitating  staff  interac¬ 
tion  is  the  new  policy  that  everybody  wear 
name  tags.  They’re  two-sided,  so  people  still 
know  who  you  are  even  if  the  cord  twists 
around.  But  there  are  moments  when  people 
need  to  be  alone,  so  there  are  private  rooms 
where  staffers  can  use  a  phone  to  work  on  a 
sensitive  story  (or  call  their  doctor). 

And  if  staffers  want  to  confirm  that  they’re 
working  in  a  city  of  eight  million  people,  they 
need  only  look  out  the  windows.  To  the  east, 
the  Empire  State  Building  looms.  To  the 
South,  the  Statue  of  Liberty  stands  in  the  dis¬ 
tance.  To  the  West,  the  Hudson  River  flows. 

Tenants  sharing  the  building  wdth  AP 
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KATHLEEN  CARROLL 

The  senior  VP  and  executive  editor  says: 
“AP  journalists  finally  have  a  newsroom 
worthy  of  the  work  they  do.” 


TOM  CURLEY 

AP's  President 
and  CEO  says  of 
decision  to  seek 
more  space:  “It 
was  absolutely 
essential  to  link 
the  desks.” 


SALLY  JACOBSEN  and  TOM  KENT 

Editors  take  part  in  a  10:30  a.m.  news 
meeting,  as  subjects  range  from  a  fire 
in  Paraguay  to  Tom  Cruise’s  new  film. 


7:30  a.m.  But  the  32-year  AP  veteran  em¬ 
phasizes  that  he  didn’t  handle  the  layout 
alone.  “There  was  a  huge  amount  of  staff 
input,”  says  Kent. 

The  result?  A  room  with  sightlines  eveiy- 
where,  despite  the  permanent  white  pillars 
and  temporary  stacks  of  white  moving  boxes 
dotting  the  landscape.  Cubicle  walls  are  low, 
and  offices  are  mostly  glass-enclosed.  Many 
editors  have  “patio”  arrangements,  featuring 
a  desk  out  in  the  open  —  where  they  spend 
much  of  their  time  —  along  with  an  inside 
area  where  they  can  close  the  door. 

Hanging  from  the  ceiling  are  digital 
boards  showing  the  time  in  various  parts  of 
the  U.S.  as  well  as  London,  Baghdad,  Beijing, 
and  Tokyo.  Thinking  both  nationally  and 
globally  makes  sense  for  a  news  service  that 
operates  242  bureaus  worldwide  and  serves 


that  AP  staffers  are  experts  at  doing  several 
things  at  once,  and  that  the  frenetic  reloca¬ 
tion  period  was  worth  it  because  —  in 
this  age  of  media  convergence  —  “it  was 
absolutely  essential  to  link  the  desks.” 

APers  now  working  in  the  new,  292,000- 
square-foot  space  were  previously  scattered 
at  “50  Rock”  and  three  other  Manhattan 
locales  totaling  210,000  square  feet.  They 
were  also  scattered  on  various  floors  at  50 
Rock,  because  that  office  didn’t  have  a  wide 
enough  horizontal  configuration.  Not  a  prob¬ 
lem  now:  The  new  14th-floor  newsroom  is 
the  size  of  two  football  fields. 


Staff  input  wa^  essential 

The  newsroom  was  designed  by  Deputy 
Managing  Editor/News  Services  Tom  Kent, 
the  first  person  E^P  interviews  just  after 


Eye  on  the  world:  Joe  Persek  of  AP  Digital  monitors  six  screens  in  the  14th-floor  newsroom 
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Deputy 
Managing  Editor 
Tom  Kent,  at 
far  end  of  table, 
runs  the  10:30 
a.m.  meeting. 
Projects  Editor 
Paula  Froke  is 
at  his  left. 


include  the  New  York  Daily  News,  U.S.  News 

World  Report,  cind  the  WNET-TV  public¬ 
broadcasting  station. 

After  returning  to  his  office,  Kent  is  visited 
by  Sally  Jacobsen  and  Lew  Wheaton,  both 
of  whom  also  joined  the  news  service  in  the 
1970s.  Like  Kent  and  others,  Jacobsen  and 
Wheaton  helped  with  the  moving  process 
while  also  doing  their  regular  jobs.  Each 
offers  updates  on  how  things  are  going. 

“Arts  and  entertainment  have  faxes  up  and 
running,”  reports  Jacobsen,  deputy  manag¬ 
ing  editor  for  operations  and  projects.  Adds 
Wheaton,  administrative  director  for  AP 
Photos,  “We  haven’t  heard  a  negative  com¬ 
ment  on  the  space.” 

More  space  for  the  buck 

Now  it’s  time  to  move  to  the  l6th-floor 
mezzanine  for  a  talk  with  AP  President  and 
CEO  Tom  Curley. 

How  does  a  not-for-profit  cooperative 
handle  an  expensive  move?  Curley  replies 
that  AP  will  make  its  money  back  in  several 
years  because  the  new  space  —  way  west 
rather  than  in  the  heart  of  Manhattan  —  is 
about  half  the  rent.  “We  really  got  a  terrific 
deal  here,”  he  says,  adding  that  even  if  AP 
had  stayed  at  50  Rock,  it  would  have  had  to 
buy  new  computers  and  other  equipment. 

Now  it’s  10  a.m.  In  a  14th-floor  conference 
room  with  plastic  sheeting  still  hanging  on 
one  side,  a  news  meeting  begins.  Little 
microphones  poke  through  the  big  table, 
and  APers  Irom  various  bureaus  (Los 
Angeles,  Chicago,  Miami,  Boston,  and 


others)  participate  via  conference  call. 

Follow-up  articles  about  the  Bush  admin¬ 
istration’s  Aug.  1  terror  alert  are  a  big  topic  of 
conversation.  Among  other  stories  discussed 
are  the  Scott  Peterson  trial  in  California,  the 
aftermath  of  a  building  collapse  in  Montana, 
Republican  efforts  to  find  a  U.S.  Senate 
candidate  to  oppose  Barack  Obama  in 
Illinois,  a  John  Kerry  campaign  appearance 
in  Michigan,  and  a  supermarket  workers’ 
strike  in  New  England. 


This  was  the  first  day  of  operation  for  the 
conference  room’s  phone  system,  and  AP 
staffers  from  Atlanta  and  Dallas  couldn’t  get 
through.  But  after  the  short  meeting  breaks 
up,  phone-system  specialists  fix  the  problem, 
and  a  bigger  10:30  a.m.  national/intema- 
tional  news  meeting  in  the  same  room  goes 
off  without  a  hitch. 

The  terror  alert  also  dominates  the  first 
part  of  this  10-minute  meeting  of  various  AP 
departments.  Among  other  stories  discussed: 
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SCOTT  JOHNSON  (right)  and  GERARD  CAGAYAT  The 

director  of  graphics  chats  with  artist  Cagayat 
in  what  he  calls  a  “more  productive”  newsroom. 


a  follow-up  on  the  Paraguay  supermarket  1980s.  Italie  is  also  happy  about  some  non-  chat.  He’s  had  an  especially  busy  day  as  his 

fire,  coverage  of  the  film  Collateral  (with  tech  changes  at  AP.  “We  do  more  rewriting  department  covers  the  economic  ramifica- 

Tom  Cruise  playing  against  type  in  a  bad-guy  now,”  she  says.  “We’re  not  just  copyediting.”  tions  of  the  terror  alert, 

role),  and  a  feature  on  the  improvement  of  And,  she  adds,  reporters  are  allowed  to  be  Meanwhile,  Kent  is  in  his  office  evaluating 

baseball’s  Detroit  Tigers.  more  creative  and  less  “formulaic.”  the  day’s  AP  News  Digest  prepared  by  Super- 

AP  is  stepping  up  to  the  plate,  too,  says  vising  Editor  Sheila  Norman-Culp.  The  ter- 

Kent,  after  returning  to  his  office  from  the  A  moving  experience  ror  alert  is  of  course  in  the  digest,  which  will 

meeting.  He  notes,  for  instance,  that  the  It’s  time  for  lunch  in  the  15th-floor  cafe,  move  to  clients  at  1:30  p.m.  There  are  also 

news  service  is  offering  more  investigative  where  E^P  interviews  three  people  who  other  news  stories  (such  as  one  about  a  Turk- 

stories  and  exclusives  than  before.  ‘We’ve  aJ-  worked  countless  hours  on  the  move:  Jim  ish  hostage  killed  in  Iraq)  as  well  as  features, 

ways  been  fast  on  reporting  events,  but  now  Donna,  senior  vice  president  of  human  A  few  yards  away  at  AP  Digital,  Executive 

we’re  breaking  more  things,”  he  says.  resources;  Frances  Pionegro,  director  of  Producer  Mark  Cardwell  and  News  Desk 

Kent  adds  that  AP  is  doing  more  serial-  administrative  services;  and  Madhu  Krish-  Supervisor  Joe  Persek  are  also  ranking 

narrative  stories  with  clifihanger  endings,  nappa,  who  was  in  charge  of  the  “Move  stories  in  order  of  importance  —  something 

tracking  which  articles  clients  use  the  Team.”  It’s  a  rare  few  minutes  of  relaxation  of  interest  to  their  Web,  wireless,  and  other 

most,  and  conducting  more  sophisticated  for  the  trio.  digital  clients.  Persek  peers  at  six  monitors 

exit  polls.  Internally,  AP  introduced  the  “This  building  was  made  for  us,”  says  fanned  out  at  his  work  station.  One  screen 

Ready  Wire,  which  enables  staffers  to  share  Donna,  and  not  just  because  the  newsroom  shows  an  index  of  stories,  another  displays 

quotes  and  other  “bits  and  pieces”  of  is  so  expansive.  Pionegro  explains  that  the  an  article  about  an  informant  killed  in  the 

unfinished  stories.  flooring  is  strong  enough  to  support  things  Mideast,  and  a  third  shows  an  AP  piece  post- 

Wandering  around  the  newsroom,  E^P  like  AP’s  massive  photo  library,  which  holds  ed  on  the  ESew  York  Post  site.  CNN  is  seen 

randomly  picks  two  people  to  interview  —  about  10  million  negatives  and  prints  dating  on  a  fourth  monitor. 

Tania  Fuentez  and  Leanne  Italie,  editors  back  a  centuiy.  (The  digital  archive  includes  AP  Digital’s  stories  are  often  combined 

on  the  National  Desk.  more  than  1  million  photos.)  She  adds  that  with  photos,  audio,  and/or  video,  says  Senior 

Fuentez’s  opinion  of  the  new"  office  and  the  ceilings  are  high  enough  to  allow  room  to  Producer/Multimedia  Jason  Fields.  “Content 

equipment?  “Definitely  a  much-needed  hide  wiring  under  raised  floors,  and  the  196?  is  ‘plug  and  play,”’  adds  Cardwell.  “You  put 

improvement  that  pushes  us  into  the  21st  building  doesn’t  have  the  asbestos  problems  it  straight  onto  a  Web  site.”  | 

century,”  says  the  four-year  AP  staffer.  Italie,  of  older  structures. 

as  she  edits  a  wrap-up  of  upcoming  arts  Donna  says  23  trade  unions  were  involved  Increased  integration 

events,  agrees  that  the  place  is  great.  But  the  in  the  new-headquarters  project  —  with  the  A  few  minutes  later.  Projects  Editor  Paula 

21-year  AP  veteran  does  feel  some  nostalgia  lead  architect  Robert  Heitzler,  formerly  of  Froke  talks  about  how  she  loves  having  digi- 

for  50  Rock,  one  reason  being  that  she  met  GHK  Associates  and  currently  of  Applied  tal,  print,  and  various  other  departments  in 

her  husband,  Hillel  Italie  —  an  AP  national  Design  Initiatives  in  New  York.  But  AP  one  big  room.  “It’s  a  lot  more  cohesive,”  she 

writer  specializing  in  books  and  the  publish-  staffers,  as  Kent  had  noted,  were  also  heavily  says.  “When  you  see  everyone,  you’re  a  lot 

ing  industry  —  at  that  office.  involved.  Employees  even  sampled  furniture  more  likely  to  think  of  their  needs.”  She 

Italie  isn’t  as  nostalgic  about  the  days  before  it  was  ordered.  “We  put  a  dozen  adds  that  50  Rock  was  a  “very  cool”  building,  5 

before  computers  and  cell  phones  became  different  chairs  in  a  room  for  people  to  sit  but  not  that  inspiring  once  an  AP  staffer  \ 

ubiquitous.  She  recalls  “diving,”  along  with  in  and  test,”  Krishnappa  recalls.  walked  inside.  » 

20  other  reporters,  for  a  single  pay  phone  Just  before  the  lunch  ends  at  1  p.m..  Just  before  being  interviewed,  Froke  was  = 

while  covering  a  Tennessee  prison  riot  in  the  Business  Editor  Kevin  Noblet  stops  by  to  going  over  an  early  version  of  that  day’s  advi-  o 
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SANTIAGO  LYON  The  director  of  photography  says 
“the  volume  of  photos  has  increased 
tremendously”  in  the  digital  age. 
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▼  DANA  BLOCH  (center)  and  MARK 
CARDWELL  Services  &  Technology 
Product  Manager  Bloch  helps 
AP  Digital  Executive  Producer 
Cardwell  configure  a  computer. 


A  JEFFREY  HASTIE  The  VP  for  Services  & 


Technology  is  happy  that  the  new 
headquarters  has  plenty  of  backup 
battery  and  generator  capacity. 


sory  of  stories  of  particular  interest  to  readers 
under  age  35  —  an  advisory  launched  this 
March.  She  was  also  reviewing  applications 
for  editing  positions  on  the  National  Desk. 
And,  as  the  interview  ends,  Lisa  Tolin,  editor 
on  the  National  Desk,  informs  Froke  about  a 
news  conference  that  would  announce  the 
arrest  of  Mark  Hacking  in  the  death  of  his 
pregnant  wife,  Lori. 

Meanwhile,  Director  of  Photography 
Santiago  Lyon  is  spending  part  of  his  day 
meeting  with  various  AP  bureau  chiefs.  He’s 
also  visited  by  David  Guttenfelder,  chief  Asia 
photographer,  to  discuss  AP’s  operation  in 
that  continent. 

A  few  years  after  Lyon  joined  AP  in  1991, 
the  digital  age  brought  big  changes  to  a  news 
service  that’s  won  28  Pulitzer  Prizes  for 
photos.  “The  volume  of  photos  has  increased 
tremendously,”  he  says,  noting  that  images 
can  be  processed  and  transmitted  much 
faster.  AP  now  delivers  more  than  1,000 
photos  a  day  —  10  times  more  than  in  the 
past.  Among  other  changes:  Lyon  says  AP 
is  moving  from  Nikon  to  Canon  cameras 
and  instituting  faster  photo  delivery  via  the 
ePix  system. 

Another  visuals  executive  is  thrilled  with 
the  new  office  and  equipment.  “It’s  what 
people  need  to  be  more  productive,”  Director 
of  Graphics  Scott  Johnson  tells  E&P.  “At  50 
Rock,  people  were  sharing  desks  and  com¬ 
puters.  Everyone  has  their  own  work  station 
here.  And  this  building  is  wired.  It’s  built  for 
today’s  mass  communications.” 

International  Editor  Debbie  Seward 
agrees  that  the  new  office  is  “fantastic” 
compared  to  “gloomy”  50  Rock.  For  one 
thing,  she  finds  it  very  helpfiil  to  be  close  to 
the  photo  desk  and  other  departments. 
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“This  is  the  kind  of  space  that  makes  you 
want  to  go  to  work  in  the  morning,”  says  the 
l6-year  AP  veteran,  who  served  as  Moscow' 
bureau  chief  before  assuming  her  current 
post  last  September. 

Commenting  on  changes  in  the  news  busi¬ 
ness,  Seward  notes  that  stories  are  delivered 
faster  and  AP  has  more  24/7  competition. 
“The  fundamental  principles  of  being  fast 
and  accurate  are  the  same  as  always,”  she 
observes.  “But  there’s  less  time  to  decide 
what’s  true  or  not.” 

From  Bangkok  to  b-ball 

At  3  p.m.,  E&P  visits  John  Keitt,  AP’s 
senior  vice  president  for  global  business  and 
general  counsel.  Keitt  says  one  development 
has  been  to  establish  more  regional  hubs  — 
such  as  the  Europe/Afnca  Desk  in  London 
and  the  Asia  Desk  in  Bangkok  —  so  AP  isn’t 
as  U.S.-centric.  “If  you’re  sitting  in  Bangkok, 
you’ve  got  to  know  a  little  more  about  what’s 
going  on  in  Asia,”  he  says. 

Kathleen  Carroll,  another  senior  vice  pres¬ 
ident  (as  well  as  executive  editor),  praises  the 
14th-floor  design.  “AP  journalists  finally  have 
a  newsroom  worthy  of  the  work  they  do,”  she 
says.  Carroll  also  notes  changes  in  AP’s  cov¬ 
erage,  including  an  increased  emphasis  on 
the  next  developments  in  the  arc  of  a  story. 

During  this  day,  Carroll  had  spent  part  of 
her  time  working  on  preparations  for  the 
Olympics  and  GOP  convention. 

Meanwhile,  Jefirey  Hastie,  vice  president 
for  Services  &  Technology,  is  keeping  a  post¬ 
move  eye  on  computers  and  other  equipment 
APers  need  to  do  their  work.  “I’m  spending 
most  of  the  day  making  sure  folks’  tools  — 
PCs,  phones,  etc.  —  are  functioning  proper¬ 
ly,”  he  says.  Hastie  adds  that  the  new  office  is 


equipped  with  lots  of  backup  battery  and 
generator  capacity,  ensuring  no  repeat  of 
that  August  2003  day  when  a  huge  blackout 
left  AP  with  barely  enough  power  to  contin¬ 
ue  operating. 

After  a  4:30  national/intemational  news 
meeting  —  much  of  which  focuses  on  stories 
AP  plans  for  the  next  day  —  it’s  back  upstairs 
to  check  out  other  floors. 

John  Kieman,  director  of  facilities  for 
Services  &  Technology,  shows  a  room  with 
hundreds  of  miles  of  wiring  for  computers, 
phones,  and  other  equipment.  The  “hum”  of 
all  this  power  is  palpable.  Then  we  inspect 
AP’s  many  satellite  dishes  on  the  roof 

E&P  also  looks  at  AP’s  15th-floor  fitness 
center  overlooking  the  Hudson  River.  It  fea¬ 
tures  state-of-the-art  equipment  —  including 
treadmills,  bikes,  and  various  other  machines 
to  work  each  part  of  the  body  —  along  with  a 
TV  at  every  exercise  station.  There’s  also  an 
aerobics  room,  locker  rooms,  and  more  at  the 
facility,  which  operates  from  6  a.m.  to  9  p.m. 
each  day.  AP  staffers  pay  only  $20  a  month 
to  use  it. 

The  new  headquarters  even  features  a 
l6th-floor  indoor  basketball  court  left  over 
from  the  previous  tenant:  Doubleclick. 

The  news  never  stops 

Today’s  last  stop  is  the  15th-floor  corpo¬ 
rate  communications  area  —  which  includes 
a  room  with  old  files,  a  teletype  machine,  and 
other  vintage  AP  items.  Jack  Stokes,  the 
director  of  media  relations  who  guided  ESdP 
through  much  of  the  day,  says  Director  of  AP 
Corporate  Archives  Valerie  Komor  will  be 
organizing  this  historic  material. 

Then  it’s  on  to  that  Morse-code  carpet  for 
a  6:10  p.m.  departure.  A  look  back  at  the 
newsroom  shows  plenty  of  people  still  work¬ 
ing  —  illustrating  that  AP  was,  is,  and  will 
always  be  24/7.  “\VTien  you  can’t  be  there,  we 
are,”  says  Director 
of  Graphics  Scott 
Johnson.  Stokes 
adds:  “That’s  the 
glory  of  news  cover¬ 
age  —  it  just  never 
stops.” 

Meaning  that 
AP’s  initials,  with 
the  help  of  the  new 
headquarters,  could 
also  stand  for  “al¬ 
ways  producing.”  II 

AP's  initials,  spelled 

out  in  Morse  code, 
are  laid  into  the 
carpet  pattern  at 
the  West  33rd 
Street  office. 
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Japan’s  Fuji  and  Screen  join  competing 

camps  in  U.S.  newspaper  platesetting 

BY  JIM  ROSENBERG 


TWO  BIG  PRINTING  INDUSTRY  SUPPLIERS  WITH  LITTLE  Z 
presence  at  U.S.  newspapers  have  entered  that  s 
market  with  different  computer-to-plate  solutions.  | 
On  the  violet-exposure  side,  Fujifilm  bundles  ; 
hardware,  software,  consumables,  and  service  through  its  j 
Enovation  Graphic  Systems  subsidiary,  in  collaboration  s 
with  ECRM  Imaging  Systems.  Screen  (USA)  offers  ther-  | 
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mal  exposure  and  hybrid  screening  solutions.  I 
Though  among  the  largest  plate  suppliers, 
Fuji  sells  veiy  few  of  its  laser-imaged  plates 
and  virtually  none  of  its  conventional  plates 
to  IJ.S.  newspajjers.  It  nevertheless  hcis  a  ' 
$100-million  South  Carolina  plate-manufac-  j 
turing  plant  in  which  it  recently  invested  an¬ 
other  $100  million  to  make  digital-plates.  It 
also  formed  Enovation,  a  large  graphic  arts 
products  and  services  supplier  based  at  the 
Valhalla,  N.Y.,  headquarters  of  its  Japanese  i 
parent  firm.  Fuji  spends  $3.5  million  per  day 
on  research  and  development  alone,  accord¬ 
ing  to  Enovation  National  Business  Manager 
A1  Eddy.  Until  this  year,  Fuji  limited  its 
Nexpo  presence  to  film  and  chemicals. 


Media-handling  mechanism,  showing  FleXarm  automatic  slipsheet  removal,  on 
ECRM  News  CTP  violet  platesetter.  Lower  left:  optics  module,  laser  assembly  and 
control  electronics  on  ECRM  News  CTP  “extra”  for  larger  formats. 

Screen  (USA),  Rolling  Meadows,  Ill.,  a  ly  adjusts  drum  balance  to  a  new  plate  size, 

subsidiary  of  Kyoto-based  Dainippon  Screen  Though  the  plates  are  large,  it  still  repre- 
Manufacturing  Co.,  once  olfered  newspa-  sents  a  comparatively  low  page-production 
pers  imagesetters  and,  briefly,  tabletop  drum  rate.  So  while  aimed  at  the  market’s  low  end, 
scanners.  It  still  sells  scanners  and  film  im-  the  device  “is  only  the  start,”  says  Screen 
agers,  but  concentrates  on  the  commercial  (USA)  President  AJ.  Kakiushi.  “We  will 
market,  where  it  moved  into  violet  and  ther-  continually  improve  and  expand  our  product 
mal  platesetting  and  digital  printing.  portfolio  to  meed  the  needs  of  the  market.” 

Having  sold  CTP  systems  to  overseas  Unlike  most  newspaper  CTP  devices,  the 

newspapers  (and  some  U.S.  com-  PlateRite  News  is  an  external 

mercial  newspaper  printers)  for  drum  imager  —  typically  a  slower, 

five  years.  Screen  started  targeting  higher-resolution  design.  Perhaps 

U.S.  papers  because  the  market  is  unlike  all  others  for  newspapers, 

“in  a  growth  spurt  for  CTP,”  says  Screen’s  machine  employs  a  512- 

Sales  Vice  President  Michael  E.  channel  imaging  head  that  relies 

Fox.  It  needed  only  a  device  for  on  Silicon  Light  Machines'  Grat- 

newspapers’ lower  resolutions,  I  ing  Light  Valve  (GLV).  Contrary 

according  to  Fox.  At  Nexpo,  *  to  a  Nexpo  report  published  else- 

it  unveiled  the  PlateRite  News,  Michael  Fox,  Screen  ^j^g  pJateRite’s  two  laser 

with  cassette  autoloader  option.  bars  together  contain  78  diodes,  not  512.  The 

Though  Screen  sells  a  range  of  violet  plate-  GLV  creates  the  512  channels, 

setters.  Fox  gives  three  reasons  for  entering  Though  each  b^u•  diode  array  is  replace- 

the  newspaper  market  with  a  thermal  device,  able,  “you  can  lose  multiple  diodes  on  that 

Commercially,  Screen  is  optimistic  that  bar  and  it’ll  still  image  at  100%,”  Crawford 
sales  volume  to  newspapers  and  commercial  says.  Before  the  GLV  was  adopted,  in  2002, 
shops  helps  pricing.  Thermal  affords  more  he  says,  one  of  the  bars  would  have  to  be  shut 
choices  among  plate  manufacturers  —  not  all  down,  allowing  imaging  at  only  half-speed, 

of  which,  unlike  makers  of  violet  plates,  also 

sell  platesetters.  (Western  Lithotech/Lastra,  TV  technology  for  newspapers 

however,  offered  violet-sensitive  plates  but  The  GLV  is  a  tunable  difiraction  grating 

only  an  FD-YAG  platesetter.)  So  Screen  can  consisting  of  aluminum  microribbons  on  a 
partner  with  plate  suppliers  that  are  not  also  layered  silicon  chip.  Ribbons  individually  re- 
its  competitors.  In  fact.  Screen  has  done  spond  to  applied  voltages  by  deflecting  down 

business  with  competitors,  making  visible-  as  little  as  0.2  micron  into  a  tiny  open  space, 

light  imagers  such  as  an  Agfa  Polaris  model.  changing  the  amount  of  light  diffracted  and 

A  larger  number  of  thermal  plate  suppli-  reflected.  The  GLV  can  modulate  a  high¬ 

ers,  combined  with  the  “sheer  square  footage  power  laser’s  light  to  simultaneously  write 
of  plates  being  sold,”  Fox  predicts,  will  “ulti-  hundreds  of  spots  on  a  plate,  according  to 
mately  drive  the  cost  of  the  plate  down.”  Silicon  Light  Machines. 

Operationally,  thermal  plates  are  “more  Originally  designed  for  HDTV s  1,080 

forgiving,”  he  says,  referring  to  their  often-  channels,  the  28mm-long  GLV  comprises 

cited  exposure  latitude.  For  practical  purpos-  6,520  ribbons,  each  200-300nm  thick,  lOO- 

es,  they  either  image  or  they  do  not.  The  1,000pm  long  and  1-lOpm  wide.  An  address- 

plates  experience  a  polymer  change  (“expo-  able  pixel  consists  of  three  pairs  of  active 

sure”)  at  a  threshold  energy  level  that  pre-  (deflected)  and  inactive  ribbons.  For  Screen’s 

eludes  underexposure.  Resistance  to  further  CTP,  two  such  Gl-V  pixels  are  combined  to 
change  minimizes  effects  of  overexjxjsure.  form  a  51pm-wide  writing  pixel,  which  5:1 
That,  says  Fox,  tremslates  into  “more  reliabili-  optics  focuses  to  a  10pm  spot, 
ty,”  which  he  calls  critical  for  newspapers.  Deflecting  every  other  ribbon  creates  the 

Finally,  thermal  still  seems  the  best  bet  for  diffraction  grating  that  returns  incident  light 
finding  “the  Holy  Grail”  —  processless  plate-  at  an  angle  determined  by  the  ribbons’  fabri- 
making.  “We’re  not  that  far  away,”  Fox  says.  cated  spatial  fi^uency.  Essentially  a  large 

The  PlateRite  News  handles  plates  up  to  array  of  light  switches,  the  GLV  “uses  the  in- 

45.6-by-37  inches  at  any  of  four  resolutions,  terference  effect  to  steer  the  light,”  says 
from  1000  to  1270  dpi.  At  1200  dpi,  it  images  Robert  Monteverde,  Silicon  Light  Machines 
35  panorama  (35-by-23.6-inch)  plates  per  product  marketing  manager.  The  same  effect 
hour,  with  a  plate  prep^lred  for  loading  while  is  created  by  the  diffraction-grating  surfaces 

another  is  imaged.  The  machine  automatical-  of  DVDs,  CDs,  even  old  vinyl  records  — 
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except  that  in  those  cases  the  effect  appears 
across  a  disc’s  surface  as  component  colors 
refracted  from  ordinary  white  light,  whereas 
a  laser  used  with  the  GLV  emits  light  from 
only  the  slimmest  slice  of  the  spectrum. 

In  both  cases,  gratings  redirect  incident 
light,  but  with  white  light,  component  wave¬ 
lengths  are  redirected  at  slightly  different 
angles,  revealing  their  separate  colors.  The 
GLV,  however,  is  designed  to  steer  a  given 
wavelength  at  a  certain  angle  —  functioning 
in  a  manner  that  the  manufacturer  says  is 
mechanically  and  operationally  superior 
to  a  purely  reflective  micromirror  array. 

Productivity  from  otherwise  slow  external- 
drum  imaging  derives  from  the  GLVs  hun¬ 
dreds  of  simultaneous  beams,  the  very  fast 
switching  enabled  by  its  ribbons’  extremely 
small  (quarter-wavelength)  deflection,  and 
use  of  two  laser  arrays  to  nearly  double  writ¬ 
ing  beam  intensity,  according  to  Silicon 
Light  Machines.  To  assure  image  quality. 
Screen’s  data-driven  control  of  applied  volt¬ 
ages  precisely  controls  each  beam’s  power. 

Software,  screening,  sales 

Screen  has  PDF  workflow  software,  but  is 
“new  to  the  front-end  systems  for  newspa¬ 
pers,”  Fox  says,  adding  that  “we  have  a  Spek- 
ta  screening  specifically  for  the  newspaper 
market”  which  mixes  AM  and  FM  (stochas¬ 
tic)  dots.  Spekta  puts  FM  dots  in  highlight 
and  shadow  areas  and  produces  AM  mostly 
in  midtones.  Other  suppliers  also  use  mixed 
or  “hybrid”  screening.  Fox  says  Spekta  offers 
higher  apparent  resolution,  20%  ink  savings 
and  can  overcome  register  problems  associ¬ 
ated  with  cylinder-to-cylinder  dot  laydown. 

On  Creo’s  argument  that  stochastic  screen¬ 
ing  can  overcome  the  visibility  of  slight  color 
misregister.  Fox  says  that  “the  color  shift  will 
not  be  visible,  because  you’re  not  using  a 
rosette  pattern”  as  with  conventional  dots 
and  angles.  (Creo  says  its  Squarespot  imple¬ 
mentation  of  FM  screening  images  about  50 
U.S.  papers  and  is  favored  by  insert  buyers.) 

Screen  entered  the  market  shortly  after 
formalizing  a  partnership  with  competitor 
Kodak  Polychrome  Graphics  (which  already 
was  selling  Screen  commercial  platesetters), 
making  KPG  North  America’s  largest  dis¬ 
tributor  of  Screen  hardware  and  software. 

KPG  North  American  Marketing  Vice 
President  Richard  Mazur  says  the  partners 
are  unsure  about  collaborating  in  newspaper 
CTP.  Because  not  all  papers  need  high  speed, 
he  suggests  KPG  could  offer  the  PlateRite  as 
an  alternative  to  its  own  Newsetter.  In  any 
event,  each  seems  to  be  doing  well  on  its  own. 

KPG’s  Anitec  division  sold  12  Newsetters 
during  Nexpo.  Six  weeks  later.  Screen  Out¬ 
put  Products  Manager  Mark  Crawford 


told  E^P,  “we  just  actually  closed  a  multi¬ 
machine  deal.”  Units  will  ship  soon  for  pro¬ 
duction  of  the  unidentified  buyer’s  own  pub¬ 
lication,  with  others  likely  to  follow  when  the 
same  customer  builds  and  equips  a  plant  that 
also  will  print  The  New  York  Times. 

But  with  big  thermal  CTP  market  share 
and  now  Trendsetters  in  lower-speed  and 
semi-automatic  versions,  Creo  isn’t  ceding 
smjiller  papers  to  anyone.  Newspaper  Mar¬ 
ket  Segment  Director  Paul  Willis  recalls  that 
while  it  took  three  years  to  sell  Creo’s  first  50 
platesetters  to  papers,  100  were  sold  in  the  12 
months  before  Nexpo,  representing  “more 


than  half  of  all  CTP  devices  sold”  to  North 
American  newspaper  printers  in  that  period. 

Vying  for  violet 

Pushing  hard  against  gains  made  by  ther¬ 
mal,  blue-violet  platesetting  seeks  to  restore 
visible-light  exposure  as  a  viable  option.  After 
other  suppliers  relied  on  less-satisfactory  vis¬ 
ible  wavelengths,  Mitsubishi  Kasei’s  Western 
Lithotech  (acquired  by  Lastra,  which  Agfa 
was  to  acquire  Aug.  31.)  established  FD-YAG 
green-laser  machines  at  the  high  end  of  the 
U.S.  market. 

But  platesetters  and  plates,  including  ther¬ 
mal,  remained  expensive.  Ultraviolet,  relying 
on  far  less  costly  high-sensitivity  convention¬ 
al  plates  for  speed,  was  still  new.  A  major 
seller  of  green  and  thermal  systems,  Agfa 
turned  to  violet  for  affordable  newspaper 
imagers  that,  as  diode  power  increased,  could 
switch  from  exposing  silver-based  plates  to 
photopolymer  plates. 

A  prepress  powerhouse,  Agfa  also  could 
supply  plates,  chemistry,  ancillary  equipment 
and  support  for  CTP  operations.  Putting 


thermal  exposure  against  Agfa  is  one  thing; 
competing  with  it  on  its  own  terms  and  turf 
is  another.  With  the  notable  exception  of 
alfaQuest  Technologies,  which  has  offered 
software  and  a  choice  of  exposure  (green, 
violet,  UV  and,  formerly,  thermal),  many  of 
the  rest  on  the  CTP  scene  left  the  newspaper 
market  or  succumbed  to  consolidation,  leav¬ 
ing  large  vendors  that  can  supply  plates  (and 
often  more)  along  with  platesetters. 

With  imaging  systems  expertise,  ECRM  is 
a  longtime  newspaper  supplier.  With  print¬ 
ing-industry  breadth  and  depth  similar  to 
Agfa’s,  Fujifilm  has  the  consumables  and 


understanding  of  CTP,  but  very  little  busi¬ 
ness  among  U.S.  newspapers. 

As  Screen  does  with  thermal,  ECRM  aims 
its  violet  solution  at  the  low  end  of  the  mar¬ 
ket.  And  as  others  do,  ECRM  sells  more  than 
a  machine.  Its  partnership  with  Fuji’s  Enova- 
tion  also  bundles  consumables  and  service. 

The  turnkey  arrangement  brings  together 
Enovation  distribution  and  service,  Fujifilm 
plates,  Fuji  Hunt  chemistry  and  ECRM 
hardware  and  software.  Exposure  units  are 
the  semi-automatic  (manual  feed)  ECRM 
News  CTP  and  the  Newsmatic  (autoposi¬ 
tioning  from  a  light-tight  cassette).  Laser 
power  and  resolution  were  both  increased, 
with  60-watt  laser  diodes  imaging  up  to  25- 
by-36.5  inches  at  any  of  eight  resolutions.  A 
32-by-45-inch  version  also  is  available.  Eno¬ 
vation  supplies  Glunz  &  Jensen’s  68  proces¬ 
sor.  Both  the  News  and  Newsmatic  models 
deliver  80  single-  or  40  double-page  (broad-  , 
sheet  size)  plates  per  hour  at  1,200  dpi.  n 

Based  on  Fuji’s  violet  commercial  plate  != 
and  able  to  image  2%  to  98%  dots,  the  o 

{continued  on  page  77}  = 
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tive  community  with  an  exceptional  quality 
of  life.  For  more  information  call: 
Jeffrey  Potts  of  JP  Media  Partners  at 
(916) -526-2693 


WELL  ESTABLISHED  PAID  newspaper 
and  shopper  grossing  over  $600,000. 
Located  in  the  booming  1 1-county  metro¬ 
politan  area  (exurbia)  of  Minneapolis-St. 
Paul.  Box  3727,  Editor  &  Publisher, 
Classified,  770  Broadway  7th  Floor, 
New  York,  NY  10003 


NEWSPAPERS  WANTED 


WE  ARE  SEEKING  to  add  several 
large-circulation  newspapers  or  newspa¬ 
per  groups  to  our  family  of 
award-winning  publications.  All  informa¬ 
tion  will  be  held  in  the  strictest  of  confi¬ 
dence.  For  a  quick  sale,  send  information 
about  your  company  to: 

Box  3627,  Editor  &  Publisher,  Classified 
770  Broadway  7th  Floor,  New  York,  NY 
10003 


PUBLICATIONS  FOR  SALE 


PUBLICATIONS 
FOR  SALE 

SC  Healthcare  Magazine,  Palm  Beach,  FL 
Tourist  Guide,  National  Amusement  Biz 
to  Biz  Monthly,  Weekly  Newspaper  near 
Saratoga,  NY,  NYC  Weekly  Classified 
Tabloid  (Lootusa.com)  Owners  motivated 
lnfo@Kamengroup.com  (516)  379-2797 


AVAILABLE 


NOW  AVAILABLE!  5  paid  wkly.  news¬ 
papers  plus  free  shoppers.  First-time 
sale  of  65-yr-old  West  Coast  co.  Printing 
plant  incl.  web  press,  sheet-fed 
presses,  bindery,  etc.  Incl.  real  property. 
Offers  due  9/30/04.  Call! 

2-EDTN  WKLY  Growing  W.  Coast  region. 
Free/50K-r.  Adjudicated.  FY04 

gross  $2.1M.  For  Assets  $2,750,000 
INSTANT  CLUSTER.  3  wkly.  papers  in 
most  desirable  West  Coast  region. 
FYE  12/03  gross  $1.55M. 

For  Assets  $2,400,000 
WKLY  AG  PAPER,  plus  related  products, 
serves  Western  U.S.  multi-state 
region.  Relocatable.  FYE  6/04  gross 
$808K.  For  Assets  $750,000 

Contact:  Gregg  K.  Knowles,  Broker 
(661)  833-3834 
Sales-Appraisals-Acquisitions 
www.media-broker.com 


-EQUIPMENT  SSUPPLIES- 


NEWSRACKS 


-EQUIPMENTS  SUPPLIES- 


New-Used  Web  Presses 

4-HI  Towers  -  3-Colors  Satellites  &  more 
AL  TABER  &  ASSOCIATES 
www.altagraphics.com 
E-mail:  altaeg@aol.com 

770-552-1528 


EXPAND  YOUR  CAPACITY 
&  REPRO  QUALITY! 

With  KBA  COMMANDER  60  Offset 
Newspaper  Presses 

•  54”  wide  ("Web  can  be  reduced) 

•  50”  roll  diameter 

•22”  cut  off,  cylinder  circumference 
44” 

•  60K  eph  straight/30K  eph  collect 

•  3-KF80  Jaw  Folders 

•  9-KBA  Pastomat  2-Arm  Reels 
•6-4/2  Units  3  -  2/1  Units 

•  EAE  controls 

Daily  Herald 
P.O.  Box  280 

Arlington  Heights,  IL  60006-0260 
Contact:  Jerry  Schur 
(847)  427-5545 
jschur@dailyherald.com 


PRESSES 

•  Goss  3:2  Folders  23  9/10”,  22  3/4”, 

22”.  21  1/2”,  21” 

•  New  or  Rebuild  Goss  R.T.P.  42”  +  45” 

•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Goss  Metro  Half  desks 

•  Goss  Cosmo  Units 

•  Metro  13  sized  colored  deck 

Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (323)  256-7607 
www.neiinc.com 


pUB 


Your 

communication 
link  to  the 
newspaper 
industry  every 
week 

since  1884. 


Advertisers  call  Michele  Golden  at  (646)654-5304 
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-EQUIPMENTS  SUPPLIES- 


EQUIPMENT  FOR  SALE 


EQUIPMENT  FOR  SALE 


EQUIPMENT  FOR  SALE 


EQUIPMENT  FOR  SALE 


>lntelligent  Inserting  Technology> 


Is  it  time  for  a  post-press  upgrade? 

Make  the  intelligent  choice. 

A  NEWSTEC  remanufactured  inserter  allows  for 
high  net  throughput  speeds  and  state-of-the-art 
control  capabilities.  When  it  comes  time  for  your  next 
post-press  upgrade,  meet  all  your  production,  advertising, 
reporting  and  budgetary  goals  with  NEWSTEC. 


>lntelligent  Inserting  TechnologY> 

4  Walpole  Park  South  Drive,  Walpole,  MA  02081 
P.  800-900-7569  F.  508.850.7951  www.newstec.com 


EQUIPMENT  FOR  SALE 


EQUIPMENT  FOR  SALE 


INTERNATIONAL 


For  all  your  parts  and  service  needs 
Visit  the  Goss  International  booth  #2079 
at  the  Graph  Expo,  in  Chicago 
October  10-13 

1-800-323-1200 

www.gossinternational.com 


If  you  don’t 

see  a  category  mfj  Jg-J 

that  fits  your  needs, 
please  call  us  at  888.825.9149. 
For  space/material  deadlines  call: 

Hazel  Preuss  at  646.654.5302 

- details  at  www.editorandpublisher.com- 

www.editoranclpubllsher.com 


CURRENTLY  AVAILABLE  FROM  INLAND 

« 5-unit  HARRIS  1660  with  double  2:1  folder,  live  MEG's  -  excellent  condition. 

•  GOSS  METRO  OFFSET  units,  22  ae”  cut-off. 

•  Like-new  GOSS  UNIVERSAL  70  heatset  press  (620mm  cut-off). 

•  Add-on  1000  series  GOSS  URBANITE  units. 

•  8-unit  GOSS  COMMUNITY  -  with  60HP  drive. 

•  6-unit  GOSS  COMMUNITY  press.  SC  folder  with  upper  former,  50HP  drive. 

•  GOSS  SSC,  SC  &  COMMUNITY  units  (floor,  stacked,  and  2, 3  &  4-high). 

•  5-unit  HARRIS  VI5C  with  JF7  &  30  HP  drive,  198 1  vintage. 

•HARRIS  VISA  &  Vise,  NEWS  KING,  and  WEB  LEADER  equipment. 

Inland  Newspaper  Machinery  Corp. 

P.O.  Box  15999,  Lenexa,  Kansas  USA  M285 
(913)  492-9050  •  Fax  (913)  492-6217 


www.inlandnews.com 


Sometimes  our  light  goes  out  but  is 
blown  into  Home  by  another 
human  being.  Each  of  us  owes 
deepest  thanks  to  those  who  have 
rekindled  this  light. 

■Albert  Schweitzer 


ADVERTISERS 

For  Space/material 
deadlines  call 
Michele  MacMahon  at 
646.654.5303 
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Phone:  1-888-825-9149 
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-EQUIPMENT  &  SUPPLIES- 


PRESSES 


PRESSES 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES  CIRCULATION  SERVICES 


DON’T  SELL  YOUR  WEB  PRESS 


Until  you  contact  Newman  International  Web  Press  Sales 
“Worldwide  Marketing  of  Commerical  Web  and 
Newspaper  Web  Presses’ 

PRESSES  WANTED:  HARRIS  VISA  V22  V25  VI 5d  845:  KING  Process  Color  or  Daily: 
GOSS  Community  Suburban  Urbanite  Metro,  SOLNA  0  30  C96:  HANTSCHO IV  VI: 
HARRIS  MHO  M200  M300  M  1000  A&B 

FOR  SALE:  5/u  1985  Harris  V15A;  9/u  1989  V15D;  Urbanite  folder  w/upper  former;  2 
Butler  Datamat  &  4  Martin  EC1338  splicers;  6/u  1980  Goss  Community;  6/u  Harris  845. 

8/u  1984  Harris  V25;  5  unit  Harris  MlOOOAl  1983. 

NEWMAN  INTERNATIONAL,  LLC 

Tele:  (913)  648-2000  Fax:  (913)  684-7750  e-mail:  j.newman@att.net 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES  CIRCULATION  SERVICES 


Support  Advertising  GROWTH  &  Create  Distribution  PROFIT! 


BIG  STUFF*  NEWS 

Great  News  In  Distribution  Automation! 

Read  it  to  get  the  Mrtiole  story! 


www.bigstuff-stepper.com 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
"PRE-PAID  Experts** 

100%  COMPLIANT 
Horace  Southward/Eric  Southward 
(800)  950-8475»www.metro-news.com 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  602-1919 
FAX:  (732)  602-9090 
E-mail:  mpi@marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of 
Commerce 


CIRCULATION  III 

TELEMARKETING 

Telemarketing  Sales 

IS 

NATIONWIDE 

NOT  DEAD!! 

John  Dinan  (800)  650-7183 

Circulationlll.com 

WWW.CCAPROMOTIONS.COM 

PRO  STARTS 

YOUTH  CREWS 

PROFESSIONALTELEMARKETING 

SUBSCRIPTION  SALES 

SERVICES 

NEW  YORK 

FOR  BUILDING  CIRCULATION 

TOM  ZGONC  (800)  776-6397 

TELEPHONE/FAX 

WWW.PROSTARTS.COM 

(631)  588-2735 
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riMMUl 


^ifiS-slBSCRlpTWNS! 

"PAY  BY  THE  SALE,  NOT  PIECES  IN  THE  MAIL!" 

We  do  all  the  work!  We  handle  every  aspect  of  your  campaign,  including 
list  acouisition,  design,  printing,  mailing  and  even  taking  the  inbound  calls. 
Call  Nicole  Bruce  today  at  970-493-^70  ext.  119  to  discuss  how  this 
program  can  work  for  you!  You  only  pay  for  results.  No  upfront  costs. 


Zirculation^^^uct 

a  subsidiary  of  Circulation  Services,  Inc. 


COMPUTER  SOFTWARE 


ORDER  ENTRY  SOFTWARE  for  Displays, 
Classifieds,  Scheduling  &  Billing 

Fake  Brains 
Software 

(303)  791-3301 
www.fakebrains.com 


CONSULTANTS 


PUBLISHER’S 

CONSULTANT 

Able  to  initiate  cold-starts,  rebuild  dor¬ 
mant  or  red  ink  papers,  recruit  and  train 
ad,  edit,  or  circulation  personnel.  Able 
to  serve  as  the  publisher’s  right-hand  for 
as  long  as  needed.  References  and  bro¬ 
chure  available.  Contact:  Michael 
Bradley,  (508)  563-2835.  E-mail: 
mbradley.capecod@verizon.net. 


E&P'S  CLASSIFIED 

the  newspaper 
^industry’s  nieeting= 
place. 

888.825.9149 


MAILROOM  SERVICES 


Increase  Revenue! 

Apply  Front  Page 
Advertising  hlates 

On-Line  or 
Off-Line 
Applications. 


www.editorandpublisher.com 
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-INDUSTRY  SERVICES- 


PRESSROOM  SERVICES 

PRESSROOM  SERVICES 

MAILROOM  SERVICES 

MAILROOM  SERVICES 

WHAT  IF.... 

•  Your  floors  were  clean  and  safe 

•  Your  walls  were  bright  and  cheerful 

•  Your  presses  ran  more  efficiently 

•  You  had  less  paper  waste 

Our  professionally  trained  employees  can  help  you  attain 
these  goals.  Call  today  for  a  free  quote  on: 

Full  Time  Service  Contracts 

One  Time  Cleaning  and  Redecorating  Projects 

PRESSROOM  CLEANERS,  INC. 

1  (800)  657-2110 
45  years  in  the  Newspaper  Industry 


>lntelligent  Inserting  TechnologY> 


NEWSTEC,  since  1998,  has  provided  newspapers  and 
weekly  publications  quality  remanufactured  integrated 
inserting  technology  and  NEWSCOM  Post  Press  Controls, 
including  NEWStack,  NEWSwrap,  and  NEWSIabel,  at 
significant  cost  savings.  Contact  NEWSTEC  today  and 
see  how  an  integrated  NEWSTEC  solution  meets  and 
exceeds  your  inserting,  control,  planning  and  reporting 
requirements  at  an  affordable  and  reasonable  price. 


RECRUITMENT  SPECIALIST  RECRUITMENT  SPECIALIST 


MEDIATT 

MANAGEMENT JLX 
Recruilment  Specialists 


Give  Yourself  the  Media  Management  II  Advantage 

Contact  Terry  Knust 
847.963.9300  or  mm2@voyager.net 


-HELP  WANTED- 


ACADEMIC 


ACADEMIC 


JOURNALISM  DEAN 

William  Allen  White  School  of  Journalism  and  Mass  Communications, 
University  of  Kansas. 

Review  of  applications  will  begin  October  1.  2004.  Starting  date:  July  1.  2005. 
Requirements  include  an  earned  master's  degree  in  journalism,  mass  communications 
or  a  related  field,  or  equivalent  high-level  administrative  or  leadership  experience  in  the 
profession;  academic  and  professional  credentials  sufficient  for  appointment  as  tenured 
faculty  member;  experience  in  administration  and  management;  and  leadership  and  inter¬ 
personal  abilities. 

Preferred  qualifications  include  experience  as  a  journalism  dean,  director  or  chair,  an 
earned  doctorate,  and  extraordinary  high-level  experience  in  the  profession. 

To  apply,  send  a  cover  letter  and  curriculum  vita  or  resume  including  a  list  of  at  least  3 
references  to: 

Mary  Wallace,  School  of  Journalism 
Stauffer-Flint  Hall,  1435  Jayhawk  Blvd.,  Room  200 
University  of  Kansas,  Lawrence,  KS  66045-7575. 

Phone:  (785)  864-4752.  FAX:  (785)  864-4396 
E-mail:  mwallace@ku.edu 
An  EO/AA  employer. 


It’s  a  Classified  Secret! 


We’ll  never  reveal  the  identity  of  an  E&P  box  holder 


-HELP  WANTED- 


ACCOLWING 


ACCOUNTING 


Orlando  Sentinel  Communications,  a  business  unit  of  Tribune  Company,  is  a  mulbmedia 
communications  company  that  strives  to  be  Central  Florida’s  leading  information  provider  in 
today's  market.  Join  our  multimedia  team  in  Orlando,  Florida  as  an 
Advertising  Business  Manager  or  Circulation  Accounting  Manager  and  become  part 
of  our  success. 

ADVERTISING  BUSINESS  MANAGER 

Responsible  for  managing  the  sales  commission  planning,  financial  planning, 
analysis  and  budgeting  process  for  the  Advertising  Department  and  supervising  a 
team  of  5  employees. 

This  position  typically  requires  at  least  6  years  experience  in  financial  accounting 
and/or  financial  planning/analysis  and  a  minimum  of  3  years  in  a  management  role; 
experience  in  the  newspaper  industry  is  preferred.  Also  requires  excellent  computer 
skills  with  the  ability  to  build  financial  models  using  spreadsheet  applications,  modeling  tech¬ 
niques  and  graphic  presentations.  Bilingual  skills  a  plus. 

CIRCULATION  ACCOUNTING  MANAGER 

Responsible  for  the  administration  of  the  Circulation  Accounting  Division  which  includes  re¬ 
porting  and  analysis  of  circulation  revenue,  expenses  and  statistics  for  the  financial  state¬ 
ments  and  the  supervision  of  a  team  of  6  employees. 

This  position  typically  requires  at  least  5  years  experience  in  accounting  management;  ex¬ 
perience  in  the  newspaper  industry  is  preferred.  Also  requires  PC  skills  including  Word,  Ex¬ 
cel  and  financial  systems  such  as  GEAC  Circulation  software  and 
credit  card  systems;  undergraduate  degree  in  accounting,  or  related  field,  or  equivalent  re¬ 
lated  experience.  Bilingual  skills  a  plus. 

We  offer  a  work  environment  that  includes  business  casual  dress,  24-hour  Learning 
Center,  computer-based  training,  on-site  cafeteria,  exercise  facility  and  much  more. 

For  consideration  of  these  or  any  open  positions,  please  apply  online  at: 
OrlandoSentinel.com/careers 

Orlando  Sentinel  Communications 

633  N.  Orange  Avenue,  Orlando,  FL  32801 
EOE  Drug  Free  Workplace 


-CLASSIFIED  ADVERTISERS - 

If  you  don't  see  a  category  that  fits  your  needs, 
please  call  us  at  888.825.9149 

visit  our  website 

- www.editorandpublisher.com - 


www.editorandpubllsher.com 
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ACCOUNTING 


ADVERTISING 


ADVERTISING 


ADVERTISING 


ADMINISTRATIVE 
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www.eclitorandpublisher.com 


RECRUITMENT  SALES  MANAGER 

Arc  you  interested  in  advancing  your  advertising  career  with  Tribune’s  high-powered 
multi-media  operation  in  Florida? 

As  Recruitment  Sales  Manager  for  Sun-Sentinel  Ci^pany.  yixili  help  lead  and  manage  the 
recruitment  advertising  efforts  for  Tribune  Company's  South  Rorida  n^ia  properties  includ¬ 
ing  the  award-winning  South  Florida  Sun-Sentinel  daily  newspaper.  Sun-Sentinei.a)m.  a 
leading  local  web  site  in  South  Florida  and  our  partnership  w  ith  Tribune's  WBZL-TV.  This 
unique,  hybrid  organization  serves  the  6th  largest  MSA  (Miami,  Fort  Lauderdale  &  NVtst 
Palm  Beach)  in  the  cxiuntry.. 

We're  seeking  an  experienced  recruitment-advertising  manager  with  a  sales/media 
background  for  our  Classified  Department  located  in  Deerfield  Beach.  Florida.  This 
individual  will  implement  strategies  and  recommendations  to  increase  both  revenue 
and  market  share  in  recruitment  advertising.  W'ill  recommend  sales  incentives,  rate 
structures  and  w  ill  work  closely  with  Inside  Sales  Manager  to  develop  and  implement 
sales  strategies. 

The  successful  candidate  will  have  a  degree  in  business,  advertising  or  related  field. 
Should  have  a  minimum  of  three  years  experience  in  recruitment  advertising  sales. 
Previous  management  experience  in  newspaper,  broadcast  or  advertising  agency 
essential.  Must  possess  strong  knowledge  of  employment  industry  and  online  job 
sites.  Knowledge  of  Microsoft  Word,  Excel,  and  CMR  data. 

The  Sun-Sentinel  offers  a  competitive  salary  and  excellent  benefit  package. 

To  apply,  please  send  resume  to  the  attention  of: 

SiR-SMtiiiel 
Hwnoi  Resoirces 

333  SW  12  Avmm,  Deerfield  Beodi,  FL  33442 
Fax:  (954)  425-1518 
E-mdl:  mloreflzo^trilMHie.cain 


Sun-Sentinel 


a  TRIBLNE  company 


1W  Sm-ScHliiel  ¥dwt  dnnily  mi  mmn^  Ihw  win  dm  am  nisto  lo 
Wi  afpoit  0  mkrlraq  vmrit  nwfcwrt.  EOE 


ADVERTISING 

DIRECTOR 

For  10,000  circulation  daily.  Supervise 
staff  of  7.  Candidates  should  have  history 
of  new  business  development  and 
training  skills.  Competitive  compensation 
with  advancement  opportunities. 

Submit  resume  with  salary  requirements 
to; 

Publisher,  The  Enquirer- Journal 
P.O.  Box  5040,  Monroe,  NC  28111 
E-mail:  menderle@theej.com 
FAX:  (704)  283-4390 


ADVERTISING 

DIRECTOR 

We  need  an  advertising  professional 
who  knows  how  to  motivate  people,  to 
sell  advertising,  and  have  a  desire  to 
hit  goals.  Ability  to  budget,  and  train  a 
staff  how  to  maximize  sales  is  essential. 
Advancement  opportunities.  Contact: 

John  Shields 

Taunton  Daily  Gazette 

P.O.  Box  111 
Taunton,  MA  02780 
Phone  (508)  880-9000 


CLASSIFIED 


One  of  the  midwest’s  finest  suburban 
newspapers  located  in  Kansas  City  is 
looking  for  a  Classified  Sales  Manager, 
compensation  package  of  50-60K  plus 
benefits. 

Send  resume  to: 

Mark  Lane 

Sun  Publications 
7373  W  107th  Street 
Overland  Park,  KS  66212 
OR  E-mail  to: 

mlane@sunpublications.com 

INTERNATIONAL 

ADVERTISING 

DIRECTOR 

International  newspaper  seeks  experi¬ 
enced  advertising  sales  manager  for  in¬ 
ternational  and  national  accounts.  5 
years  or  more  experience  in 
advertising.  Has  oversight  of  the 
paper’s  operations  worldwide.  Excellent 
communication  skills.  Experience  with 
newspapers  is  preferred.  $65,000  - 
$90,000  plus  commissions  and 
benefits.  Candidates  should  send  a 
cover  letter,  resume  and  salary  require¬ 
ments  to: 

jobs@stripes.osd.mil 

DoO/NAF  is  EOE 


CENTRAL  WISCDNSIN  MANAGER 

Journal  Community  Publishing  Group,  one  of  the  country’s  leading  publishing  and 
printing  companies,  is  seeking  candidates  for  a  Central  Wisconsin  Manager. 

The  successful  candidate  will  lead  a  sales  staff  to  publish  a  weekly  publication  by 
working  with  other  property  managers  in  the  group  and  promote  cross  sell  and  shared 
promotions  and  activities  as  well  as  providing  support  with  each  personal  sales  account 
base. 

Management  experience,  sales  achievement  track  record,  production  knowledge  and 
experience,  business  finances  understanding,  excellent  communication  skills,  flexibility  and 
commitment  to  the  organization  are  all  necessary  qualifications. 

Journal  Community  Publishing  Group  is  looking  for  someone  with  the  ability  to  build  a 
high  performance  team  by  helping  recruit,  develop  and  retain  top  employees;  develop 
and  implement  strategic  and  tactical  plans  along  with  profit  planning  for  the  property. 
Journal  Community  Publishing  Group  is  one  of  seven  media  related  companies 
owned  by  Journal  Communications.  We  offer  a  competitive  salary,  health,  dental,  vision,  life 
insurance,  and  a  401(k)  plan.  The  Central  Wisconsin  area  provides  an  excellent  quality  of  life 
with  highly  rated  schools,  parks  and  a  safe,  clean  environment. 

Please  send  resume  to: 

Journal  Community  Publishing  Group 

Attn:  Human  Resources  Department 
P.O.  Box  609,  Waupaca,  WI  54981 
E-mail:  hr@jcpgroup.com  Fax:  (715)  258-8469 
EOE/M-F 


ADVERTISING  ADVERTISING 


CHIEF  OPERATING 
OFFICER 

The  family-owned  East  Oregonian  Publish¬ 
ing  Co.  seeks  a  chief  operating  officer  to 
oversee  its  two  community  dailies,  3  com¬ 
munity  weeklies  in  Oregon  and  Washington 
and  multi-state  agricultural  weekly. 

The  EOPC  puts  a  premium  on  journalism 
and  serving  its  communities  while  also  run¬ 
ning  a  healthy  business.  We  have  grown 
considerably  over  the  past  two  decades  and 
aim  to  continue  that  trend.  Publisher  expe¬ 
rience  required. 

Send  cover  letter  and  resume  to: 
Stephen  A.  Forrester 
President  and  CEO 
East  Oregonian  Publishing  Company 
P.O.  Box  210;  Astoria  OR  97103. 


CDD/GENERAL 

MANAGER 

New  Jersey  Jewish  News,  a  national- 
ly-renowned,  growing  weekly  newspaper 
group,  seeks  seasoned  professional  to 
lead  business  operations.  Candidates 
must  have  a  record  of  successful 
leadership  in  sales  management,  meeting 
budget  goals,  and  developing  creative 
news  products.  Candidates  must 
also  possess  people  skills  to  lead  an 
experienced  staff.  Northern  NJ 
(Whippany)  corporate  campus  head¬ 
quarters  with  all  amenities.  Excellent 
salary  and  benefits.  E-mail  cover  letter 
and  resume  to: 

Search  Committee  Chair 
c/o  ro@njjewishnews.com 
Phone:  (973)  929-3132 


OF  BILLING 


A  Shared  Services  Center  seeks  an  in¬ 
dividual  to  lead  the  implementation  of  a 
centralized  subscriber  billing  initiative 
with  a  third-party  vendor.  The  set-up 
and  implementation  of  other  related  billing 
initiatives  will  follow. 

The  candidate  must  have  proven  project 
management  skills,  excellent  inter¬ 
personal  skills,  strong  analytical  skills 
and  be  a  forward  thinker.  The  ideal 
candidate  will  have  experience  setting 
up  centralized  subscriber  billing  in  a 
shared  services  organization,  experience 
with  subscriber  billing  functions  in 
a  newspaper  environment  and  experience 
with  circulation  system  software. 

Qualified  candidates,  please  respond 
to; 

Box  3748,  Editor  &  Publisher 
770  Broadway,  7th  Fioor 
New  York,  NY  10003 
Or  E-mail  with  Box  3748  in  subject 
line  to: 

hpreuss@editorandpublisher.com 
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ADVERTISING  ADVERTISING 


ADVERTISING 


ADVERTISING 


CLASSIFIED  ADVERTISING  MANAGER 

The  Moline  Dispatch  Publishing  Company,  publishers  of  The  Dispatch,  The  Rock  Island  Ar¬ 
gus  and  Leader  newspapers  (43,800  daily,  49,700  Sunday  and  48,500  weekly)  seeks  an 
experienced  and  aggressive  sales  manager  to  oversee  a  staff  of  1 1  sales  and  support 
staff. 

We  are  looking  for  someone  who  can  motivate,  train,  forecast  and  budget  as  well  as 
manage  the  sales  of  multiple  products  and  projects.  Strong  leadership  and  organizational 
skills  plus  a  proven  track  record  in  newspaper  sales  are  critical  to  this  position. 

Working  knowledge  of  classified  advertising,  weekly  and  TMC  products  is  required.  Clas¬ 
sified  front-end  system  management  is  a  must  -  knowledge  of  Brainworks  AdPerks  is  a 
plus! 

The  successful  candidate  will  have  a  college  degree  in  advertising  or  marketing  or  similar 
work  experience.  We  offer  a  very  competitive  compensation  and  benefits  package  in  an 
area  with  a  low  cost  of  living. 

Apply  to:  Hr-sphr@qconline.com  (text  files  only) 


ADVERTISING  DIRECTOR 

What  would  you  like  in  a  market?  A  strong,  suburban  daily,  in  a  growth  market?  Close 
enough  to  the  metro  area  to  make  it  convenient  but  not  too  close?  A  growing  newspaper, 
in  advertising  AND  circulation?  A  market  that’s  growing  but  still  with  a  huge  amount  of  un¬ 
tapped  potential? 

The  Norman  (OK)  Transcript  is  seeking  an  advertising  director  to  enjoy  the  advantages 
mentioned  above  and  to  take  on  the  challenges  of  such  a  dynamic  market.  The  selected 
candidate  must  be  able  to  lead  the  sales  effort,  first  and  foremost,  but  will  also  be  re¬ 
sponsible  for  budgeting,  development  of  new  products,  and  development  of  the  sales 
team.  We're  a  small  daily  that  likes  to  try  to  reach  beyond  our  grasp. 

If  you’re  interested,  send  resume¥  to; 

David  R.  Stringer,  Publisher 
The  Norman  Transcript 

P.O.  Drawer  1058,  215  E.  Comanche,  Norman,  OK  73072 
E-mail;  publisher@normantranscript.com 


REGIONAL  ADVERTISING  DIRECTOR 

Community  Newspaper  Company,  a  Herald  Media  Company  and  publisher  of  4 
dailies,  89  weeklies  and  specialty  publications  in  Eastern  MA,  seeks  an  experienced 
advertising  sales  executive  to  direct  activities  of  our  Northwest  advertising  group  in 
;  Concord,  MA. 

This  role  demands  significant  field  based  interactions.  This  individual  should  have  the 
experience  and  ability  to  supervise  and  train  our  advertising  sales  team  to  ensure  all 
sources  of  potential  revenue  are  pursued.  This  individual  will  exercise  significant  judgment, 
direct  staff,  develop  advertising  rates,  negotiate  contracts  and  resolve  customer 
relations'  issues.  Ability  to  interact  with  managers,  peers  and  subordinates  to  solve 
problems,  overcome  difficulties  and  meet  deadlines  is  required. 

Long-range  business  planning  as  well  as  continual  communication  of  company  and 
department  goals  and  information  to  staff  is  key.  Prior  management  experience  is  essential. 
1  Position  demands  excellent  verbal,  written,  interpersonal  and  organizational 

i  skills  as  well  as  ability  to  work  under  pressure.  Individuals  who  have  experience  and 

proven  track  record  may  submit  resume,  with  salary  requirements,  to: 

Community  Newspaper  Company,  Human  Resources 
254  Second  Avenue,  Needham,  MA  02494 
FAX  to:  (781)  433-6740  OR  E-mail  to:  cncjobs@cnc.com 
No  phone  calls,  please.  An  EEO  Employer 


VICE  PRESIDENT  OF  ADVERTISING 

We  are  looking  for  an  aggressive  sales  leader  in  a  sunbelt  growth  market!  Candidate 
would  lead  a  staff  of  over  30  people  in  selling  Classified,  Retail,  National,  and  online 
advertising.  In  last  4  years  ad  revenues  have  increased  at  3  times  industry  averages 
and  we  want  to  continue  our  strong  sales  trends.  Sales  Leadership  is  the  number 
one  criteria  for  this  position.  Excellent  compensation  package  at  this  100,000  circulation 
daily  newspaper. 

Send  resume  to: 

Box  3732,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor,  New  York,  NY  10003 
E-mail  with  Box  3732  in  subject  line  to;  hpreuss@editorandpublisher.com 


CLASSIFIED  MANAGER 

The  Times  Union,  the  leading  media  company  in  Eastern  New  York,  is  seeking  a  dynamic 
and  innovative  manager  to  lead  our  classified  department  and  become  a  member  of  our  Ex¬ 
ecutive  Management  Group.  The  Classified  Manager  is  responsible  for 
both  the  strategic  and  tactical  leadership  of  the  department.  Our  ideal  candidate  will 
have  a  proven  track  record  in  planning,  developing  and  executing  product  and  sales 
strategies,  analysis  of  competition  and  market  trends,  and  the  development  of  employee 
potential. 

We  are  looking  for  a  strategic  thinker  with  strong  leadership  skills,  strong  communication 
skills  and  equally  strong  interpersonal  skills.  Direct  responsibilities  include  managing  sales 
results,  developing  strong  customer  relationships,  managing  budget/expenses,  and  provid¬ 
ing  strong  ethical  leadership. 

Join  a  ground  breaking  multi-media  company  that  specializes  not  only  in  print,  but  direct 
mail,  internet  and  non-traditional  revenue  development.  Required  qualifications 
include  a  BS/BA  degree,  3-5  years  of  proven  sales  management  experience  and 
strong  computer  skills.  Excellent  communication,  organizational  and  multi-tasking 
skills  required.  We  offer  competitive  salary,  bonus,  benefits  and  an  organizational  culture 
where  people  thrive. 

Send  cover  letter,  resume,  salary  history  and  requirements  to: 

khallion@timesunion.coin 
Kathleen  Hallion,  Advertising  Director 
Times  Union 

Box  15000  News  Plaza,  Albany,  New  York  12212 
Phone:  (518)  454-5568 


It’s  a  Classified  Secret! 

We’ll  never  reveal  the  identity  of  an  E&P  box  holder 


DISPLAY 

ADVERTISING  DIRECTOR 

North  Jersey  Media  Group,  the  leading  provider  of  advertising,  news,  and 
information  in  northern  New  Jersey,  is  seeking  a  creative  Advertising  Executive  with 
the  proven  ability  to  drive  advertising  growth  and  market  share  in  a  fast  paced  environment. 
The  ideal  candidate  will  have  demonstrated  abilities  in  developing  and  implementing  rev¬ 
enue  growth  strategies;  have  excellent  leadership,  motivational,  and 
communication  skills;  be  able  to  provide  training  and  coaching  to  a  top^lotch,  experienced 
sales  staff,  and  is  a  creative  thinker  who  is  results  oriented. 

Duties  include  leadership  and  management  of  the  Retail  and  Classified  Display  Advertising 
Department  for  The  Record  (of  Bergen  County)  and  Herald  News,  (two 
daily  newspapers  with  combined  circulation  of  192,000  daily  and  225,000  Sunday)  in 
one  of  the  country’s  most  upscale  markets.  This  position  is  responsible  for  revenue 
and  expense  budgeting;  cost  control;  and  development  of  staff.  The  successful  candidate 
will  report  directly  to  the  Director  of  Advertising.  A  minimum  of  5  years’  experience  as  a  re¬ 
tail  advertising  manager  or  director,  or  sales  manager  at  a  daily  newspaper  in  a  competi¬ 
tive  market  is  required.  Must  have  experience  in  budgeting,  goal  setting  and  possess  good 
negotiation  skills.  Strong  analytical  and  computer  skills  are  a 
must,  and  a  college  degree  is  preferred.  We  offer  competitive  salary,  bonus  and  benefits 
program  (including  401(k)  and  deferred  compensation  program). 

Qualified  candidates  should  send  resume  and  salary  history  confidentially  to: 

Pam  Montgomery,  Human  Resources 

North  Jersey  Media  Group 

150  River  Street,  Hackensack,  NJ  07M1 
Or  E-mail  to  Montgomery@northjersey.com 
North  Jersey  Media  Group  is  an  Equal  Opportunity  Employer 


EpiTOR<S?PUBLISHER:  The  communication  link 
of  the  newspaper  industry  every  week  since  1884. 


www.edltorandpublisher.com 
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ADVERTISING  _ ADVERTISING _  CIRCULATION  CIRCULATION 


The  Philadelphia  Tribune,  an  award 
winning  African  American  newspaper, 
is  a  growing  company  that  is  seeking  to 
expand  its  Editorial,  Advertising,  Circu¬ 
lation  and  Administrative  staff. 

The  Tribune  is  seeking  to  till  the  following 
positions. 

EDITORIAL: 

News  Editor 

Copy  Editor  full  &  part  time 
Enterprise  Reporter 
Sports  Reporter 
Gossip  Columnist 
City  Editor  (Temporary) 

ADVERTISING: 

Account  Executives 

CIRCULATION: 

Director  of  Circulation 

ADMINISTRATIVE: 

Human  Resources  Director 

Qualified  applicants  should  forward 
cover  letter,  resume  to: 

The  Philadelphia  Tribune 

Attn:  Human  Resources  Department 
520  S.  16th  Street 
Philadelphia,  PA  19146 
Or  Fax  (215)  735-3612 
NO  PHONE  CALLS,  PLEASE 


C8  EDITOR&  PUBLISHER  CLASSIFIEDS  SEPTEMBER  2  004  www.editorandpublisher.com 


CIRCULATION  CIRCULATION 


CIRCULATION  SALES  DIRECTOR 

The  Des  Moines  Register,  a  154,000  daily,  and  245,000  Sunday,  Gannett  newspaper, 
has  an  opening  for  a  Circulation  Sales  Director.  Primary  responsibilities  are  increasing 
net  paid  circulation  and  revenue  through  growth  in  home  delivery,  single  copy,  and  other 
creative  sales  methods.  Other  responsibilities  include  developing  employees,  budgeting, 
forecasting,  and  managing  expenses. 

This  position  requires  a  high  energy  individual  who  can  achieve  results,  lead  and  motivate 
a  department  of  sales  oriented  individuals,  and  continually  introduce  and  execute  innovative 
ideas  and  programs  that  will  result  in  increased  sales.  We  offer  a  competitive  salary, 
commission  plan,  and  an  excellent  benefits  package. 

Please  send  resume,  including  salary  history  to: 

The  Des  Moines  Register,  Human  Resources,  715  Locust  Street,  Des  Moines,  lA. 
50309  Or  FAX:  (515)  286-2526  OR  E-mail  to  sdecker@dmreg.com 
The  Des  Moines  Register  is  an  Equal  Opportunity  Employer.  Employment 
may  be  contingent  on  passing  a  pre-employment,  post-offer  drug  test. 


NATIONAL 

ACCOUNT 

EXECUTIVE 

The  Boca  Raton,  Florida  branch  office 
of  major  multi-media  company  seeks 
polished  professional.  Newspaper, 
magazine  and/or  internet  sales  experi¬ 
ence  required.  Real  Estate  advertising 
a  plus.  Salary  plus  commission,  benefits, 
401(k),  pension.  EOE.  Fax  resume 
and  cover  letter  to: 

(561)  998-0953 
Attn:  National  Manager 


The  region's  award  winning  weekly  news¬ 
paper,  The  Jackson  Hole  News&Guide,  is 
seeking  a  special: 

ADVERTISING  SALES 
PROFESSIONAL 

who  enjoys  working  with  local  retail  ac¬ 
counts,  many  who  are  owner/operators 
of  their  businesses.  Requires  one  who 
thrives  in  a  challenging,  fast-paced 
workplace.  Commission  opportunities 
are  extended  in  sister  products  such  as 
the  Jackson  Hole  Daily  and  Jackson  Hole 
Magazine.  Full  benefits  including  medical, 
vacation  and  profit  sharing. 

Send  cover  letter  and  resume  via  E-mail 
to:  kevin@jhnewsandguide.com.  EOE 


CIRCULATION  SYSTEMS  ADMINISTRATOR 

The  Virginian-Pilot,  200,000-t-  Atlantic  Coast  metro 

Our  current  system  is  ATEX  Media  Command,  but  we  will  move  to  a  new  system  in 
2005.  We  need  a  strong  Circulation  systems  expert  to  make  the  install  less  painful 
while  keeping  our  net  paids  growing. 

The  successful  candidate  will: 

•  Identify,  document  and  implement  improvements  in  existing  technologies  and  processes 
to  increase  the  quality  and  quantity  of  information  and  functionality 

•  Possess  strong  organizational,  project  management,  problem-solving,  communication 
and  analytical  skills 

•  Bring  a  working  knowledge  of  Atex  Media  Command,  other  Circulation  systems, 
UNIX,  Progress,  UDMS,  SQL,  Monarch 

The  Pilot  is  a  team-based  company  driven  by  ethics,  customers.  Innovation  people 
and  results.  This  position  reports  to  our  Marketing  Information  Systems  Manager  and 
will  be  considered  as  his  possible  successor. 

Our  parent  company,  Landmark  Communications,  Inc.,  is  a  privately-held  media 
company  based  in  Norfolk,  with  national  and  international  interests,  including  The 
Weather  Channel.  Check  out  our  website  at  landmarkcom.com  and  at 
PilotOnline.com.  Interested?  E-mail: 

Roger  Berry,  Information  Systems  Manager 
Roger.Berry@PilotOnline.com 


CONTRACT  VENDOR 

OPPORTUNITY  STOREFRONT  KIOSK  SALES 

The  Denver  Newspaper  Agency,  publisher  of  The  Denver  Post  and  Rocky  Mountain  News 
is  accepting  bids  from  Storefront  Kiosk  Sales  vendors.  Qualified  vendors  will  be  contracted 
to  sell  both  brands  at  retail  outlets  in  the  Denver  metropolitan  area  and  the  Colorado 
market.  Contractor  must  recruit,  develop  and  maintain  a  professional  sales  force  to  meet 
staffing  requirements  to  sell  subscriptions  at  major  retail  grocery  chain  outlets.  Must  be 
bondable  and  comply  with  state  and  federal  regulations  and  Insurance  requirements. 

Inquiries  should  be  directed  to:  gcampbell@denvernewspaperagency.com 
Greg  Campbell,  Retail  Sales  Manager  Denver  Newspaper  Agency, 

400  W.  Colfax  Ave,  Denver,  CO  80204. 


VICE  PRESIDENT  OF  CIRCULATION 

Community  Newspaper  Company,  a  Herald  Media  Company,  and  publisher  of  4  dailies, 
89  weeklies  and  specialty  publications  in  Eastern  MA,  seeks  a  proven  executive  to  oversee 
and  lead  all  aspects  of  our  circulation  department.  This  goal-oriented,  self-motivated 
person  would  be  responsible  for  customer  service,  marketing  and  promotion,  single  copy 
and  home  delivery  operations. 

The  successful  candidate  will  be  creative,  enthusiastic,  and  detail  oriented  with  strong 
communication  and  interpersonal  skills.  This  individual  will  exercise  significant  judgment, 
direct  staff,  develop  rates,  negotiate  contracts  and  resolve  customer  relations’  issues. 
Ability  to  interact  with  managers,  peers  and  subordinates  to  solve  problems,  overcome 
difficulties  and  meet  deadlines  is  required. 

Long-range  business  planning  as  well  as  continual  communication  of  company  and  de¬ 
partment  goals  and  information  to  staff  is  key.  Prior  management  experience  is  essential. 
Position  demands  excellent  verbal,  written,  interpersonal  and  organizational 
skills  as  well  as  ability  to  work  under  pressure. 

Individuals  who  have  experience  and  proven  track  record  may  submit  resume 
with  salary  requirements,  to: 

Community  Newspaper  Company,  Human  Resources,  254  Second  Avenue 
Needham,  MA  02494,  or  via  FAX  to:  (781)  433-6740  or  via 
E-mail  to  cncjobs@cnc.com  .  No  phone  calls,  please.  An  EEO  Employer. 


DIRECTOR  OF  OPERATIONS 
CIRCULATION 

Zone  4  newspaper  needs  a  proven  individual  to  lead  their  circulation  and  mailroom 
departments.  Candidates  must  know  all  aspects  of  managing  circulation  and  the 
entire  packaging  process.  You  will  need  to  possess  good  communication  skills  and  be 
people  oriented.  The  person  we  select  must  have  a  history  of  achieving  budgeted 
numbers  while  increasing  efficiencies.  We  offer  a  competitive  compensation  and  benefits 
package.  Please  send  resume  to: 

Box  3733,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor,  New  York,  NY  10003 
Or  E-mail  with  Box  3733  in  subject  line  to:  hpreuss@editorandpublisher.com 


HarvestINFO 

Sales  Directors/Account  Managers/Account  Executive 

Company  Expansion 

HarvestINFO,  the  leading  provider  of  Online  Advertising  Solutions  to  over  300  of  the 
top  newspapers  in  the  US  and  abroad,  IS  EXPANDING.  We  are  seeking  top  quality 
candidates  to  fill  15  openings  as  Sales  Directors,  Account  Manager  and  Account  Ex¬ 
ecutives.  These  positions  exist  to  sell  diverse  online  revenue  generating  solutions  to  a 
high  volume  of  customers.  Sales  experience  in  the  Newspaper,  Radio  or  Television 
industry  preferred  but  not  required. 

Read  more  about  HarvestINFO  and  job  requirements  at:  www.harvestjnfo.com 
Please  E-mail  resumes  to: 

Larry  E.  Shearer,  VP  Sales  &  Marketing  at: 
hrsales(i>harvestinfo.com 
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CIRCULATION 

CIRCULATION 

EDITORIAL 

EDITORIAL 


CIRCULATION  DIRECTOR 

The  Forsyth  County  News  (Swartz-Morris  Media)  in  Gumming,  GA  is  looking  for  a  Circulation 
Director.  Forsyth  County  is  the  fastest  growing  county  in  Georgia  and  the  5th  fastest 
growing  in  the  US.  Our  community  is  very  conducive  to  family  life  with  strong  schools, 
recreation  and  quick  access  to  both  Atlanta  and  the  North  Georgia  mountains. 

This  senior  management  position  is  responsible  for  distribution  and  sales  of  our  15,000 
daily  (4  days),  a  15,000  TMC  product,  a  4,000  weekly  and  various  specialty  publications. 
We’re  looking  for  an  experienced  circulation  manager  who  can  effectively  manage  people 
and  resources.  This  position  oversees  4  employees  and  30  contract  positions.  Compen¬ 
sation  includes  salary  and  bonus  plan.  Medical,  dental,  and  life.  Applicants  should  send 
letter  and  resume  to:  John  Hall,  Publisher,  Forsyth  County  News,  P.O.  Box  210, 
Gumming,  GA  30028.  FAX:  (770)  889-6017.  jobs@forsythcountynews.com 


EDITORIAL 


EDITORIAL 


Wriler 


One  of  our  brightest  writers  Is  leaving  us  to  pursue  an  MBA.  We'll  miss  her  dearly. 
But  our  loss  could  be  your  gain  if  you're  a  talented  and  enterprising  writer  who: 

•  Meets  tight  deadlines  with  crisp,  engaging  copy 

•  Works  creatively  with  designers,  project  managers  and  other  professionals 

•  Deals  tactfully  with  senior  management  and  other  demanding  clients 

•  Enjoys  the  buzz  of  a  fast  but  friendly  work  place 

We're  Consumers  Energy,  whose  8,000  employees  provide  energy  services  to 
millions  of  customers  large  and  small.  Our  Corp^te  Communications  team  has 
won  many  awards  for  its  creativity  in  communicating  with  both  employees  and 
external  audiences.  The  writer  we  seek  will  have  a  journalism  degree  and  at  least 
three  years  of  daily  newspaper  experience.  Financial  reporting,  familiarity  with  Web- 
based  communications  and  photography  skills  are  pluses. 

This  job  offers  an  excellent  salary  and  benefits  package  consistent  with  experience, 
plus  the  amenities  of  a  new  corporate  headquarters  in  Jackson,  Ml. 

Interested  candidates  must  submit  a  resume  online  and  apply  directly  to  Job  Req 
#14317  through  our  Corporate  Web  site  at:  www.consuinersenergy.com  (dick  on 
Jobs  tab,  select  Jobs  option  listing,  then  Opportunities  Available  Now  option).  Writing 
samples  are  required  and  should  be  mailed  with  a  cover  letter  to:  Consumers  Energy, 
Attn:  Terry  Pow,  One  Energy  Plaza  (EP8-235),  Jackson,  Ml  49201 .  We  are  an  equal 
opportuni^  employer. 


Consumers  Energ^^ 

Count  on  Us 


SENIOR  EDITOR 

Kainnbacn  PublisNng  Co,  a  leading  | 
publisher  of  hobby/leisure  magazines 
and  books,  has  an  excellent  opportunity 
in  its  Books  Department.  Qualified 
candidates  will  have  a  BA  degree  and 
at  least  five  years  experience  in  book 
publishing.  Strong  sklHs  are  needed 
in  substantive  editing,  copy  editing, 
project  coordinating,  and  new  product 
developcnent.  Responsibilities  include 
helping  to  schedule  and  monitor  workflow 
for  a  growing  multiple-tine  operation. 

We  offer  a  convenient  location  and 
excellent  benefits!  Please  send  a 
resume  and  cover  letter,  which  MUST 
INCLUDE  SALARY  REQUIREMENTS  for 
consideration  to:  Kalmbadi  Publishing 
Co.,  Attn:  Human  Resources,  BKS-EP, 
21027  Crossroads  Orel#,  P.O.  Box  1612, 
Waukesha,  Wt  S31S7-1612.  FAX:  262- 
796-0739.  E-Mail:  hr9kalmbach.com. 
WebsNa:  www.kalmbach.com.  EOE 


EXECUTIVE  EDITOR 

The  Indiana  Gazette,  an  independently 
owned  newspaper,  is  looking  for  an  ex¬ 
ecutive  editor  to  run  the  news  department. 
The  Gazette  publishes  7  days 
per  week  with  a  circulation  of  16,400. 

Our  newspaper  has  served  Indiana 
County  for  almost  115  years.  Our  area 
offers  good  schools,  the  campus  of  In¬ 
diana  University  of  Pennsylvania  and  a 
great  lifestyle. 

We  are  looking  for  a  community- 
minded  editor  to  lead  our  newsroom 
with  vision  and  drive.  Strong  management 
and  copy  editing  skills  are  a  must. 
This  hands-on  editor  should  have  good 
pagination  and  layout  skills  as  well.  We 
offer  a  competitive  compensation  and 
benefits  package.  Reply  to: 

Michael  J.  Donnelly 
President  &  Publisher 
The  Indiana  Gazette 
P.O.  Box  10,  Indiana,  PA  15701 
Attn:  Editor  Position 


ONLINE 


Do  you  prefer  the  sand  in  your  shoes  or 
trying  your  luck  at  the  casinos? 

Join  the  Atlantic  City  region’s  only  daily 
newspaper.  Southeastern  NJ  offers 
seashore,  suburban,  rural  or  city  living 
and  a  quality  of  life  few  areas  can  offer. 

We  are  seeking  an  Online  Manager  to 
develop  our  online  enterprise  into  the 
regions  leading  portal. 

The  individual  will  be  responsible  for 
the  overall  content,  appearance  and 
site  design.  The  ability  to  develop  and 
execute  online  programs  involving  web 
site  development  and  utilization  required. 

A  bachelor's  degree  and  four  years  related 
experience,  or  equivalent  combination  of 
education  and  experience  required.  FamiF 
iarity  with  print  media,  geographical  area, 
libel  law  and  the  press' 
right  to  information  preferred. 

Candidates  will  possess  exceptional 
planning,  analytical,  time  management 
and  leadership  skills.  Strong  communi¬ 
cation  skills  as  well  as  effective  inter¬ 
personal  skills  are  necessary  to  coordF 
nate  and  manage  activities  with  other 
departments. 

A  base  salary  is  provided  along  with  a 
competitive  incentive  plan. 

We  offer  a  fulFtime  benefit  package  in¬ 
cluding: 

•  401(k)  Plan 

•  Pension  Plan 

•  Paid  Personal  Leave 

•  Medical  Plan 

•  Dental  Plan 

•  Paid  Life  Insurance 

•  Paid  Vacation 

Please  send  resumes  to: 

HR  Department 
The  Press  of  Atlantic  City 
Media  Group 

1000  W.  Washington  Avenue 
Pteasantville,  NJ  08232 
ddaly@pressofac.com 


CELEBRITY 

JOURNALIST 

A  New  York-based  national  magazine 
is  seeking  a  seasoned  correspondent 
to  cover  celebrity  news.  Candidates 
should  have  strong  reporting  experience, 
of  at  least  five  to  seven  years, 
and  an  up-to-date  rolodex  with  showbiz 
contacts.  Salary  is  negotiable. 

Please  respond  to: 

Box  3747,  Editor  &  Publisher 
770  Broadway,  7th  Floor 
New  York,  NY  10003 
Or  E-mail  with  Box  3747  in  subject  to: 
hpreuss@editorandpublisher.com 

www.edltorandpublisher.com 


PROJECTS 

REPORTER 

tor  Connecticut  daily 

Only  experienced  reporter  or  editor 
who  can  dig  deep,  write  clearly  and 
juggle  assignments  need  apply  to: 

Managing  Editor 
Republican-American 
389  Meadow  Street 
Waterbury,  CT  06722 

Or  E-mail:  rveillette@rep-am.com. 

Equal  Opportunity  Employer 


COPY  EDITOR 

needed  for  the  Scottsbkjff  Star-Herald,  a 
15,000  circulation,  morning  daily  in  the 
Nebraska  Panhandle.  Experienced  Copy 
Editor  to  proof/correct/fact-check 
stories,  write  headlines  and  photo  cap¬ 
tions,  and  coordinate  graphics. 

Must  have  3-5  years  of  newspaper  or 
magazine  copy-editing  experience.  A 
bachelor’s  degree  is  required.  This  is  a 
great  place  to  live  and  raise  a  family. 
Our  company  offers  excellent  benefits 
and  opportunities  for  advancement. 

Send  cover  letter,  resume,  work 
samples,  and  salary  history  to: 


Obstacles  don't  have  to  stop  you. 
If  you  run  into  a  wall,  don 't  turn 
around  and  give  up.  Figure  out 
how  to  climb  it,  go  through  it,  or 
work  around  it. 

-  Michael  Jordan 


"People  said  that  there  is  no  such  profession  as 
gosfronomy.  I  proved  that  there  is." 

•  Julia  Child 


Steve  Frederick,  Star-Herald  ,r-  .  j.  -  ■  ^  l 

PO  Box  1709  something  you  re  passionate  about 

Scottsbiuff,  NE  69363-1709.  onj  taep  tremendously  interested  in  it." 

E-mail:  sfrederick@starherald.com  Child 
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-HELP  WANTED- 


EDITORIAL 


WRITER/ 

ANALYST 

Miami-based  political/terrorism 
analysis  firm  seeks  analyst  with 
experience  in  the  Middle  East 
and  excellent  writing  skills.  Gen¬ 
erous  compensation.  Considerable 
travel. 

Resume  and  writing  samples  to: 

hr@ackermangroup.com 


EDITORIAL 


EDITOR-IN-CHIEF 

The  ACHR  NEWS 

Leading  heating  and  air-conditioning  in¬ 
dustry  magazine,  32K  paid  circulation, 
which  has  been  the  number  one  source 
for  information  for  contractors,  distribu¬ 
tors  and  other  industry  professionals,  is 
searching  for  an  Editor-In-Chief  to 
manage  staff  of  9  editors. 

Must  have  strong  leadership  and  people 
skills  plus  8-10  years  writing  and  editing 
experience.Excellent  growth  opportunity, 
located  in  SE  Michigan.  Excellent  benefits 
and  compensation  package. 

Send  resume  and  salary  requirements  to: 
johnconrad@achrnews.com 


INFORMATION  SYSTEMS 


INFORMATION  SYSTEMS 


INFORMATION  TECHNOLOGY 
DIRECTOR 

The  Portland  Press  Herald/Maine  Sunday  Telegram,  one  of  New  England’s  premier 
daily  newspapers,  has  an  immediate  opening  for  an  information  technology  director. 
Located  on  the  beautiful  Maine  coast,  with  office  buildings  in  historic  downtown  Portland, 
our  award  winning  75,000  daily  and  120,000  Sunday  newspaper  seeks  an  experienced  IT 
Manager  to  join  our  executive  management  team. 

A  related  degree,  a  minimum  of  3  years  experience  managing  an  information  technology  de¬ 
partment,  and  strong  technical  savvy  is  required.  Management  experience  in  a 
union  environment  is  desirable.  This  position  offers  a  competitive  salary,  an  excellent 
benefits  package  and  a  bonus  program. 

Interested  candidates  are  encouraged  to  send  a  cover  letter,  their  resume  and  com¬ 
pensation  history  to: 

breighley@pressherald.com 

An  Equal  Opportunity  Employer 


EDITOR 

Midsized  daily  newspaper  in  zone  7  is  seeking  an  experienced  editor  to  manage  and  lead 
our  news  department.  We  are  looking  for  a  community-minded  editor  that  can  lead  with 
vision  and  drive.  The  abilities  to  effectively  cultivate,  manage  and  lead  people  are  essential 
to  this  position.  This  editor  must  have  previous  experience  managing  a  newsroom 
staff.  Good  organizational  skills  and  the  ability  to  train  and  coach  are  equally  important. 
This  leader  must  have  the  ability  to  recognize  opportunities  to  improve  and  enhance  our 
newsroom  operations  and  possess  a  previous  record  of  success  as  a  manager.  Successful 
applicant  should  be  able  to  provide  specific  examples  of  the  skills,  attributes  and 
work  styles  that  lend  themselves  to  or  demonstrate  reader  orientation. 

Candidates  should  have  five  years  of  supervisory  experience  at  a  daily  newspaper.  A 
bachelor’s  degree  in  journalism,  communications  or  a  related  field  is  preferred.  We 
offer  excellent  benefits  including  401(k),  a  competitive  salary  and  the  opportunity  to  work 
with  a  talented  and  dedicated  management  team  in  an  outstanding  market. 

We  are  a  good  newspaper  that  constantly  strives  to  provide  a  better  newspaper  for  our 
customers.  If  you  think  you  can  help  us  do  that,  send  your  resume  to: 

Box  3740,  Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor,  New  York,  NY  10003 
Or  E-mail,  with  Box  3740  in  subject  line  to: 
mmacmahon@editorandpublisher.com 


PRESSROOM 


PRESSROOM 


MARKET  RESEARCH 


MARKET  RESEARCH 


The  Day  Publishing  Company 
P.O.  Box  1231,  New  London,  CT  06320 
ATTN:  Human  Resources 

E-mail:  humanresources@theday.com  Fax:  (860)  443-6322 


'THE  NEWSPAPER  INDUSTRY’S  MEETING  PLACE 


MARKETING  RESEARCH 
MANAGER 

The  Day,  an  independent  daily  in  eastern  Connecticut  (circulation  41,000  daily,  j 
45,000  Sunday)  is  seeking  a  Marketing  Research  Manager.  ■ 

This  individual  will  produce  and  utilize  readership  information  to  strengthen  sales  and  : 
marketing  materials  through  the  development  and  execution  of  market  surveys;  produce  ad-  1 
vertising  sales  presentations  that  demonstrate  the  strengths  of  the 
newspaper,  its  custom  publications,  affiliated  weekly  newspapers  and  website  against 
other  media;  develop  sales  training  programs  for  sales  reps  that  utilize  readership  and 
circulation  data,  and  a  variety  of  other  market  information;  compile  relevant  industry, 
economic  and  competitive  information  to  support  new  product  launches  and  product 
enhancements. 

The  successful  candidate  will  have  a  Bachelor’s  degree  and  3-5  years  media  i 
research  experience  and  will  be  able  to  utilize  Excel,  Access  and  PowerPoint.  | 

Please  submit  resume  and  salary  requirements  to:  i 


PRESSROOM  SUPERINTENDENT 


The  Patriot-News,  Central  Pennsylvania’s  award-winning  daily  newspaper,  is  looking 
for  an  experienced  Pressroom  Superintendent  to  manage  the  day-to-day  operation  of 
the  pressroom  and  plate-making  departments.  In  addition  to  the  daily  newspaper,  advance 
sections,  special  sections  and  four  weekly  newspapers  are  also  produced. 

The  Patriot-News  is  proud  of  the  fact  that  on  our  first  attempt,  we  won  membership 
into  the  IFRA-NAA  International  Newspaper  Color  Quality  Club.  This  is  a  world  wide 
competition  that  grants  a  two  year  club  membership  to  the  top  fifty  participating  news- 
papers.The  Patriot-News  was  one  of  only  10  in  the  United  States  to  earn  this  award. 

Our  four-year-old  production  facility  is  a  state-of-the-art,  180,000  square  feet  building, 
that  houses  a  Goss  Colorliner  press  configured  with  seven  4/4  towers,  sitting  on  top 
of  9  reel  stands.  The  press  uses  a  double  3:2  160  page  folder  to  produce  a  56  page, 
6  section  paper  with  process  color  on  every  page,  or  a  72  page  product  with  process 
color  on  40  pages  and  spot  color  on  32  pages  at  a  speed  of  75,000  copies  per  hour. 

Our  ideal  candidate  has  significant  leadership  experience,  a  minimum  of  five  years 
experience  with  newspaper  off-set  printing,  excellent  communication  skills  (both  verbal  and 
written),  interpersonal  skills,  and  is  obsessed  with  quality  reproduction.  Other 
requirements  include  sound  decision-making  and  problem-solving  skills,  strong  PC 
skills  (Microsoft  Office  Suite),  and  the  ability  to  interact  with  a  diverse  workforce. 

We  offer  a  stable  work  environment  with  competitive  wages  and  excellent  benefits, 
including  pension  and  401  (k)  plans.  Qualified  candidates  should  send  a  cover  letter 
and  resume  outlining  their  employment  history  and  salary  requirements  to: 

The  Patriot-News 

Attn:  Fred  Stickel,  Production  Manager 
P.O.  Box  2265,  Harrisburg,  PA  17105 
E-mail:  fstickei@pnco.com 
NO  PHONE  CALLS,  PLEASE 


\  E&P  EMPLOYMENT  ZONE  CHART 

\  Use  zone  number  to  indicate  location  without  specific  identificat'on 
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-HELP  WANTED- 


PRESSROOM 

SALES 

SALES 

EDITORIAL 

PLANT 


Growing  suburban  Detroit,  Ml  printing 
company  is  seeking  an  organized, 
quality-focused  individual  for  a  Plant 
Manager  position.  Must  have  extensive 
heatset  web  offset  press  experience, 
including  running  multiple  webs.  Our 
ideal  candidate  has  significant  leadership 
experience,  believes  in  and  has 
practiced  the  principles  of  continuous 
improvement,  has  problem  solving  and 
root  cause  resolution  capabilities  and  is 
flexible  and  motivated.  Experience  with 
and  knowledge  of  Lean  Manufacturing 
principles  and  applications  a  definite 
plus.  We  are  willing  to  pay  higher  than 
industry  average  compensation  for  the 
right  individual. 

Please  forward  a  current  resume  and 
salary  requirements  via  E-mail  to: 

Andy  Deangelis,  President 
(248)  583-4190  x24 

adeangelis@ntvbooks.com 


PRODUCT  MANAGEMENT 


PRODUCT 
MANAGER 
NEW  MEDIA 

Harris&Baseview  is  currently  seeking  a  ! 
Product  Manager  for  New  Media. 
RESPONSIBILITIES:  Coordination  of 
all  new  media  products  company-wide; 
Develop  functional  and  technical  speci¬ 
fications  for  new  media  products;  Develop 
engineering  project  plans;  Manage  new 
media  engineering  staff;  Troubleshoot 
software  problems  reported  by 
customer  service;  Document  features 
and  installation  processes  for  docu-  | 
mentation;  Work  with  business  devel-  j 
opment  to  identify  new  complimentary  t 
technologies  and  products.  ! 

REQUIREMENTS:  Experience  working  : 
with  new  media  applications  for  news-  I 
papers.  Previous  product  or  project  I 
management  experience  a  plus.  Thorough  ! 
knowledge  of  the  newspaper  | 
business.  Experience  with  html,  xml,  I 
php,  and  standard  web  design  applica-  i 
tions. 

E-mail  resume  to: 

recruiting@harrisbaseview.com 


CLASSIFIED  ADVERTISERS:  I 
aTEGORVTH.^T  FITS  YOl'R  NEEDS, 

888.825.9149  ^  | 


SOFTWARE  SALES  REPRESENTATIVE 

Harris&Baseview  has  been  a  leader  in  the  newspaper  industry  for  over  30  years.  This 
dynamic  company  offers  a  wide  array  of  products  for  the  newspaper  industry,  including  Ed¬ 
itorial,  Advertising,  Production,  Circulation  and  Internet  Technology  Services. 
Harris&Baseview  is  currently  seeking  an  experienced  sales  representative  to  work 
primarily  within  the  newspaper  industry  across  the  Southeast  United  States.  The  focus  will 
be  on  growing  product  sales  and  to  provide  additional  solutions  to  the  current 
customer  base.  Harris&Baseview  offers  a  competitive  compensation  package. 
Requirements:  Previous  sales  experience  required.  Ability  to  make  cold  calls  and 
close  deals.  Strong  knowledge  of  newspaper  publishing  systems.  Familiarity  with  networks, 
hardware  and  output  is  a  plus.  Self-motivated,  aggressive  and  outgoing  personality.  Ability 
to  work  independently.  Willingness  to  do  considerable  travel;  Technical  insight  with  ability  to 
present  and  sell  technology  products  in  a  business  context.  Strong  verbal  and  written  skills. 
E-mail  resume  to: 

recruiting@harrisbaseview.com 


B3I33  is  a  division  of  Sun  Chemical  Corporation  and  the 
leading  manufacturer  of  quality  news  inks.  We  now  have  an 
opportunity  for  an  experienced  sales  representative  to  build  and 
develop  customer  relationships  and  drive  sales  growth  in 
Northern  California. 


Sales  Representative 


Give  yourself  the  competitive  edge 
in  a  territory  poised  for  growth: 

San  Francisco  Bay  Area 

To  qualify,  you  must  be  a  self-  starter  eager  to  learn  our  business 
and  share  in  the  excitement  of  what  we  do.  You  must  also  have 
3-1-  years  of  sales  success  with  news  ink,  graphic  arts,  or  an 
alliM  industry,  excellent  communications  and  pc  skills,  and  the 
ability  to  thrive  in  a  fast-paced  environment 

We  offer  a  competitive  salary,  sales  bonus  plan,  and  complete 
benefits  package,  including  company  car  and  insurance,  401  (k) 
and  retirement  plan,  and  a  tuition  assistance  program. 

For  prompt  consideration,  please  send  your  resume  with  salary 
requirements  to  our  corporate  headquarters  by  fax  to 
201-935-7305,  e-mail  to 

-  david.benson@usink.com,  or  mail 

to  US  Ink,  Dept.  JC,  651  Garden 
W  ,  Street,  Carlstadt,  NJ  07072 

No  phone  calls,  please.  An  equal 
JLMMMm  opportunity  employer  m/f/dA 


For  help  wanted/position  wanted  rates  call 
Hazel  Preuss  at  646.654.5302  or 
Michele  MacMahon  at  646.654.5303 

- the  newspaper  industry's - 

- meeting  place. - 


-visit  our  -vvobsite 

www.eclitorctnclpul3lisher.com 


MANAGING  EDITOR 

with  magazine  experience  in  travel, 
lifestyle,  outdoor  sports,  autos,  and  de¬ 
fense  seeks  employment  in  the  south¬ 
east.  Florida  preferred. 

E-mail:  eric_seeger@yahoo.com 
Or  Call  (813)  231-8561 


PRESSROOM 


WORKING  PRESSROOM 
FOREMAN/ 

PRESS  MAINTENANCE 

Experienced  ir<  all  phases  of  Offset 
Newspaper  Production,  including  USA  To¬ 
day  Print  Site  Operations.  Ability  to 
streamline  and  control  production  costs 
in  all  areas,  with  strong  emphasis  on  pre¬ 
ventative  press  maintenance,  improved 
reproduction  quality. 

Excellent  managerial/communications 
skills,  performs  well  in  a  deadline  driven 
environment  with  the  ability  to  lead,  moti¬ 
vate  and  promote  a  strong  team  environ¬ 
ment.  Strengths  in  executing  press  readi¬ 
ness  procedures  prior  to  start-ups. 

Please  respond  to:  Box  3712,  Editor  & 
Publisher  Classified,  770  Broadway, 
7th  Floor,  New  York,  NY  10003. 


SPORTS  WRITER 

COLLEGE  football  and  basketball  cover¬ 
age  to  give  your  insatiable  reader  the  in¬ 
side  scoop  and  tidbits  about  the  flagship 
team.  Have  laptop,  will  travel.  Any  zone. 

Call  Wilson:  (303)  781  3121  or: 
E-mail:  wilsonline@netzero.com 


Your 

communication 
link  to  the 
newspaper 
industry  every 
week 

since  1 884. 


www.edltorandpubllsher.com 
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You’ve 


got  it. 

Now 

use  it 


Get  hourly  breaking  news,  exclusive  industry  reports 
and  more  —  only  at  E&P  online. 


If  you’re  not  using  E&P  online,  you’re  missing  out  on  critical  developments  in  the  newspaper  business. 


Every  hour,  every  day  E&P  online  brings  you  real-time  coverage  of  industry  news  and  events  as  they 
happen.  Plus  inside  reports  on  the  very  latest  in  the  newsroom,  financial  and  corporate  affairs,  advertising 
and  circulation,  technology,  syndicates  and  online  journalism.  Add  to  that  exclusive  access  to  updated 


classifieds  and  archived  articles  -  and  you’ll  understand  why  E&P 
online  is  your  industry  lifeline. 

Don’t  miss  another  day  of  vital  news  and  information.  Activate  your 
online  access  at  www.editorandpublisher.com/activate  today. 


EDlTORftf 

PUBLISHER 


You’ve  got  it.  Now  make  the  most  of  it! 
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{contimied  from  page  76}  200,000-  buying  two  KPG-built  machines  from  polymers  and  weaken  positive-working 

impression  polymer  FDT-330allows  news-  alfaQuest  two  years  ago,  he’s  seen  the  price  resin’s  non-image-area  polymers.) 

papers  to  move  up  to  commercial  work,  of  thermal  plates  drop  from  $1.79  to  $1.40.  Stern  says  CTP  decisions  involve  more 

Enovation’s  A1  Eddy  says.  The  FDT-330  will  “It  makes  it  competitive  with  visible-light  than  the  price  of  plates  and/or  platesetters. 

be  made  at  Fuji’s  expanded  Greenwood,  S.C.,  [CTP],”  he  say’s.  “We’re  quite  satisfied.”  The  “true  cost  of  a  plate,”  he  maintains,  must 

factory,  which  also  produces  PS  conventional  Syracuse  also  temporarily  ran  a  basysPrint  take  into  account  light-source  and  chemistry 

and  LP-NN2  green-sensitive  digital  plates.  UV-Setter  “that  our  owners  wanted  tested,”  costs.  Related  issues  may  include  fountain 

According  to  Enovation  Newspaper  Director  says  Stem.  Today,  UV-Setters  make  plates  solutions,  handling  (automation,  daylight 

Ted  O.  McGrew,  the  latter  accounts  for  Fuji’s  for  several  other  Advance  Publications  sensitivity)  and  need  for  slipsheets. 

under-5%  U.S.  CTP  market  share.  Custom-  dailies.  While  thermal  and  ultraviolet  plates  Of  course,  visible-light  proponents  can  say 

ers  include  The  Dallas  Morning  News,  In-  delivered  comparable  much  the  same  thing.  ECRM  emphasizes 

vestor’s  Business  Daily  print  sites  and  the  quality,  Stem  reports,  that  violet  imagers  use  “far  less  energy”  than 

Republican-American  in ’WaXerhury,  Conn.  thermal  imaging  was  comparable  UV  or  thermal  devices.  The 

Fuji  is  not  selling  conventional  plates  to  U.S.  faster  and  required  no  latter’s  infrared  lasers  (as  well  as  FD-YAG’s 

papers  and  has  no  plans  to  offer  here  the  UV  linearization.  And  like  Vtfl  fundamental  IR  frequency)  must  remain 

plate  it  sells  in  Europe  in  conjunction  with  ordinary  UV  plates  energized  to  avoid  repeat^  warm-ups  and  to 

basysPrint’s  non-laser  digital  platesetters.  bought  for  a  given  mn  maintain  consistency,  according  to  Agfa. 

“We  think  we  fit  particularly  into  the  low-  length,  thermal  plates  Less-expensive  violet,  in  contrast,  may  be 

to  midrange  newspaper  market,”  says  Eddy.  hold  up  on  press,  he  turned  on  and  off  as  needed  and  lasts  longer 

Harlequin  workflow  software  is  available,  he  says:  In  collect  mode,  even  when  left  on,  it  says, 

continues,  and  “most  of  these  newspapers  “we’ve  mn ...  up  to  400,000  impressions 

need  just  the  basics,  really.”  He  says  that  with  the  KPG  —  we  don’t  post-bake  —  and  No  process  like  no-process 

whUe  other  suppliers  sell  more  than  many  we  saw  no  wear.”  As  for  process-free  plates.  Southern  Litho 

papers  need,  by  taking  “a  narrow  workflow  But  of  his  pair  of  KPG  New’setter  180s,  is  working  on  a  no-process  thermal  plate, 

approach,”  Enovation  aims  to  supply  work-  Stem  says,  “we’ve  had  a  lot  of  [laser]  fail-  Screen’s  Fox  points  to  Precision  Litho’s  wa¬ 
llow  solutions  from  a  menu  of  choices.  ures.”  Coping  with  that  means  switching  to  ter-w’ash,  chemistiy-free  commercial  plate, 

single-mode  imaging  at  100  plates  per  hour.  and  Stem  points  to  process-free  exposure  on 

Plates,  platesetters,  prices  KPG  offered  never  to  charge  for  laser  service  his  pressmaker’s  new  on-press  plate  imaging. 

Where  initial  outlay  has  been  a  barrier  to  if  Syracuse  bought  all  its  plates  from  KPG.  Creo’s  no-process,  no-wash  plate  uses  a 

CTP  at  smaller  shops,  ECRM  Marketing  “We  don’t  do  it  with  every  customer,”  says  polymer  that  IR  energy  changes  from  hydro- 

Vice  President  Peter  Wilkens  says  the  part-  KPG  Anitec  Sales  Division  Vice  President  phillic  to  hydrophobic.  “We  know  it  works,” 

nership  provides  a  platesetter  “for  less  money  and  General  Manager  Michael  Popper.  Willis  says,  but  not  how  it  reacts  to  news- 

than  ...  a  replacement  film  imagesetter.”  Ex-  “It  depends  on  the  volume  of  plate  [purchas-  print.  “We  had  several  volunteers  [at  Nexpo] 

posure  units  alone  were  quoted  at  $64,000  es].”  Negotiated  according  to  sites’  individual  to  test  the  plate.”  With  a  less-obvioirs  image, 

for  the  semi-automatic  model  and  $88,000  circumstances,  the  arrangement,  says  the  plate’s  correct  on-press  placement  may 

to  $94,000  for  the  automatic  model.  Popper,  “can  take  laser-replacement  off  be  an  issue.  While  Creo  can’t  say  for  whom  it 

By  offering  “two  for  the  price  of  one,”  says  the  table,”  making  it  easier  to  arrive  at  a  may  be  suited,  commercial-side  experience 

ECRM  Newspaper  Electronics  Director  Ron  satisfactory  return  on  investment.  suggests  a  run-length  of  approximately 

Musgrave,  buyers  get  speed  and  back-up.  The  Post-Standard  already  was  using  Ani-  50,000  impressions,  according  to  Willis. 

Trade-offs,  however,  are  lower-cost  violet  tec  negative-working  plates  anyway.  It  tried  Eliminating  processing  reduces  time, 

platesetters  exposing  higher-cost  plates,  and  Southern  Lithoplate’s  subtractives  but  found  variability,  hardware  and  consumables  costs 

higher-cost  thermal  platesetters  exposing  they  needed  “a  longer  dwell  time  in  the  pre-  and  maintenance  labor.  Especially  if  without 

lower-cost  plates.  But  while  thermal  plate-  bake,  and  this  machine  is  not  set  up  for  that,”  heating,  it  also  would  further  simplify  ther- 

setter  pricing  has  fallen  (“to  the  floor,”  one  says  Assistant  Production  Director  Patricia  mal  output,  which  already  benefits  from  neg- 

user  says),  when  Willis  cited  Creo’s  2003-04  McAluney.  The  plates  developed  fine,  she  ligible  exposure  variability.  Discussion  of  the 

sales  spurt,  he  acknowledged  that  “obviously,  says,  but  once  on  press,  “the  images  wore  off  latter  provokes  comparison  with  violet  plates’ 

the  price  of  plates  had  a  lot  to  do  with  that.”  almost  immediately.”  The  Newsetter  can  be  much  greater  sensitivity,  which  speeds  imag- 

Competitors’  growing  willingness  and  ca-  adjusted  to  extend  preheating,  but  at  the  cost  ing  but  requires  more  attention  to  exposure, 

pacity  to  meet  growing  demand  helped  drive  of  slower  throughput.  As  for  positive-work-  Raising  thermal  energy  20%  changes  a  dot 

down  thermal  plate  prices  in  the  past  year.  ing  alternatives,  “we  can’t  run  the  Anocoil  by  only  1%,  according  to  Willis,  who  con- 

While  they  aren’t  likely  to  sink  to  the  profit-  plates  on  the  Newsetter,”  says  McAluney.  trasts  chat  with  a  violet  plate’s  sensitivity  and 

squeezing  lows  of  analog  plates,  the  prices  Besides  work  in  UV  and  violet,  by  year’s  variable  chemistry:  A  2°  F  change  in  a  pro- 

have  closed  in  on  those  for  the  higher-sensi-  end  Anocoil  Corp.  l(X)ks  “to  develop  a  nega-  cessor,  he  says,  can  cause  a  6%  change  to  a 

tivity  “projection-speed”  litho  plates  used  in  tive-working  thermal  technology”  —  possibly  midtone  dot,  and  its  consequent  color  effect. 

UV  platesetters  (which  have  their  own  trade-  the  first  requiring  no  pre/post-baking,  as  do  Unlike  visible-light  platesetters.  “ours  you 

offs  in  speed,  quality  and  cost,  based  on  light  current  negative-working  thermal  plates,  never  calibrate,”  to  preserve  quality,  says  Fox. 

source,  mcmner  of  exposure  and  plate).  AnocoU  Sales  Director  Jay  Faulkner  says.  ECRM  asserts  that  users  discern  no  differ- 

Tke  Post-Standard  in  Syracuse,  N.Y.,  has  For  its  part,  Creo  says  its  Trendsetters  im-  ence  between  pages  printed  from  violet  and 

experience  at  both  ends  of  the  spectrum.  If  age  both  negative-  and  positive-working  thermal  plates.  Fox  responds  that  while  there 

the  paper  was  going  to  convert  to  plateset-  plates.  (CTP  may  dispense  with  negative  and  may  be  no  visible  difference  between  given 

ting  at  all,  says  Production  Director  Mike  positive  film,  but  it  does  “harden”  negative-  sheets,  thermal’s  quality  is  consistent  — 

Stem,  “we  figured  we’d  go  thermal.”  Since  working  resin’s  image-area  monomers  into  copy  to  copy,  mn  to  mn,  month  to  month.  11 
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cal  references  on  occasion.  In  April,  for 
instance,  Rob’s  cousin  lost  a  leg  in  Iraq. 
Coincidentally,  this  sequence  came  out  at 
the  same  time  that  the  “Doonesbury” 
character  of  B.D.  suffered  a  similar  injury. 

“I  had  no  idea  Garry  Trudeau  was  going 
to  do  that,”  said  Conley.  The  “Get  Fuzzy” 
creator  added  that  he  never  planned  to 
explore  the  aftermath  of  the  cousin’s  injury 
as  much  as  Trudeau  is  doing  with  B.D.,  but 
the  cousin  will  appear  again  at  some  point. 

“Get  Fuzzy”  readers  sent  United  many, 
mostly  positive  e-mails  about  his  Iraq 
strips.  Conley  no  longer  receives  reader 
e-mail  directly  because  he  was  getting 
overwhelmed  with  as  many  as  1,000  a  day. 

Conley  also  includes  aspects  of  everyday, 
real-world  life  in  “Get  Fuzzy.”  This  can  be 
as  simple  as  putting  a  Boston  Red  Sox  cap 
on  Rob’s  head.  “Many  comics  are  stuck  in 
this  sterile  never-never  land,”  said  the 
cartoonist. 

Before  creating  “Get  Fuzzy,”  Conley 


Darby  Conley  discusses  his  wildly  popular  United  Media  comic 


BY  DAVE  ASTOR 

Darby  Conley  doesn’t  have  anything  planned  to 
mark  the  fifth  anniversary  of  “Get  Fuzzy”  on  Sept.  6, 
but  there  are  certainly  plenty  of  reasons  to  celebrate. 
These  include  a  client  list  of  more  than  450  newspa¬ 
pers,  a  readership  of  30  million,  and  yet  another 
best-selling  “Get  Fuzzy”  book. 

Even  if  Conley  wanted  to  cele¬ 
brate  his  comic’s  birthday,  he 
wouldn’t  have  a  lot  of  time  to  do 

so.  The  United  Media  creator  spends  30 
to  40  hours  a  week  drawing  his  six  daily 
strips  and  another  six  to  18  hours  drawing 
the  Sunday  one  —  and  that  doesn’t  even 
include  writing  time.  Conley  puts  lots  of 
details  into  his  art,  and  uses  interesting 
angles  to  fit  the  tall  Rob  Wilco  in  the 
same  frame  with  the  short  Bucky  Katt 
and  Satchel  Pooch. 

The  cartoonist  describes  Bucky  as  “selfish 
and  ignorant,”  Satchel 
as  “sweet  and  naive,” 

and  Rob  as  “quietly  .  j 


HeeEAXIHESnjFPlNG 
OUT  OF  THIS  -nCKLe 

J  Me  etM0“  poti,.  _ _ 


WHAT 
PIP  He 

POT  . 


THIS 'TOUR  ^ 
CAT.BUPPY?^ 


PROBUEMT 


HE  CAUSEP  FORTY 
BUCKS  OF  PAMAGE 
IN  AISLE  SIX.  ^ 


WITH  A  Tvyrt 


'\r  WAC 
LAUGHING 
.  AT  ME! 


sarcastic”  as  he  deals  with  his  ornery  feline. 

Conley  added  that  each  member  of  this 
trio  has  facets  of  his  own  personality,  with 
Bucky  “the  voice  in  my  head  I  suppress” 
away  from  the  drawing  board.  “Any  car¬ 
toonist  who  does  something  worth  reading 
puts  something  of  their  personality  in  their 
characters,”  he  said,  while  adding  that  Rob 
is  also  “very  loosely”  based  on  two  friends 
he  grew  up  with  in  Knoxville,  Tenn. 

The  34-year-old  Conley  —  a  Concord, 
Mass.,  native  now  living  in  Boston  —  had  a 
dog  as  a  kid  and  got  a  cat  about  18  months 
ago.  He  adopted  Poli  from  a  shel- 
ter,  where  the  gray  tabby  was 
housed  after  probably  being 
abused.  The  cartoonist 
recalled  that  Poli 
initially  had  some  of 
Buckys  nasty  traits 
but  has  become  more 
Satchel-like  now  that 
her  is  better. 

While  “Get  Fuzzy”  is 
mostly  a  humor  strip, 
Conley  does  make  topi- 


majored  in  fine  arts  at  Amherst  College 
and  then  became  an  elementary  school 
teach  in  Massachusetts.  (Conley  thinks  that 
experience  may  had  indirectly  influenced 
his  comic,  because  Bucky  and  Satchel  are 
like  kids  in  a  way.)  A  job  in  a  Massachusetts 
children’s  museum  followed  before  “Get 
Fuzzy”  entered  syndication. 

The  comic’s  name  stems  from  a  poster 
Conley  did  for  his  brother’s  rock  band, 
the  Fuz^  Sprouts. 

what’s  in  the  future?  Two  “Get  Fuzzj  ” 
movie  deals  haven’t  panned  out,  but  the 
strip  may  still  become  a  film  featuring  a 
computer-generated  Bucky  and  Satchel 
and  a  live-action  Rob.  Also,  Conley  might 
eventually  add  another  major  character 
or  two  to  his  cast  to  help  keep  the  process 
of  creating  “Get  Fuzzy”  interesting. 

For  now,  he’s  glad  his  strip  has  a  nice  dog 
to  counterbalance  its  hilariously  mean  cat 
—  whose  name  is  in  the  title  of  the  recently 
released  Bucky  Katt’s  Big  Book  of  Fun 
(Andrews  McMeel  Publishing).  “If  the 
comic  was  just  Bucky  without  Satchel,”  said 
Conley,  “I  wouldn’t  be  able  to  stand  it.”  11 


Darby  Conley,  his  three 
characters,  and  the  first 
“Fuzzy”  strip  (above). 
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NEWSPAPER  STOCK  PERFORMANCE 


Gannett  (GCI) 

Dow  Jones  (DJ) 

Knight  Ridder  (KRI) 
Tribune  (TRB) 

New  York  Times  (NYT) 

E.W.  Scripps  (SSP) 
Washington  Post  (WPO) 
Belo  (BLC) 

McClatchy  (MNI) 

Media  General  (MEG) 

Lee  (LEE) _ 

Di  U.S.  Publishing  Index 


DJ  U.S.Total  Market  Index 


GROWTH  RATE: 

NEWSPRINT ' 
CONSUMPTION 


Aug.  19  close 

83.58 

40.79 
64.86 
41.75 
42.06 
101.31 
903.01 

22.52 

70.79 
58.90 
47.60 
311.75 


257.21 


%  change 

YOY  30  days  ended  Aug.  19 

7.64  3.20 

-0.51  -7.36 

-4.70  -3.74 

11.34  -1.63 

-6.01  0.78 

18.92  -3.28 

32.91  3.35 

-1.83  -7.36 

22.75  -0.94 

0.74  -3.47 

21.27 _ 0.83 

7.05  0.21 


9.13  -1.27 

Source:  Dow  Jones  Indexes 


CONSUMER  SPENDING 
ON  COMMUNICATIONS 


Year 

Recorded 

Music 

Interactive 

Entertainment 

Newspapers 

Consumer 

Magazines 

2002 

-8.2% 

14.5% 

2.0% 

1.1% 

2003* 

-3.4% 

15.9% 

0.8% 

-0.1% 

2004* 

-4.2% 

13.2% 

2.6% 

4.3% 

2005* 

-4.1% 

9.6% 

2.1% 

2.4% 

2006* 

-0.8% 

10.6% 

2.1% 

1.0% 

2007* 

-6.7% 

12.0% 

2.7% 

1.3% 

Source:  Veronis  Suhler  Stevenson 


USE  OF  RECYCLED  NEWSPAPERS  2003 


Printing  and  Writing  Paper - 
2.8%  — 


Container  Board  o.i% 


CIRCULATION  VS 
DEMOGRAPHIC 
GROWTH 


Exports  for  Recycling 
28.0% 


Year 

Consumption* 

Year 

U.S.  Population 

*Total  Daily  Circ. 

1985 

11.571 

1950 

152,271,000 

53,829,072 

percentages  do  not  add  up  to  exactly  luuvo  oue  to  rounoing. 

Source:  American  Forest  and  Paper  Association 

1986 

11.943 

1960 

180,671,000 

58,881,746 

1987 

12.375 

1970 

205,052,000 

62,107,527 

■  CMR  NEWSPAPER  ADVERTISING  INDEX  I 

1988 

12.338 

1980 

227,726,000 

62,201,840 

1989 

12.343 

1990 

250,132,000 

62,327,962 

2004  performance  compared  to  2003 

1990 

12.198 

2000 

282,339,000 

55,772,847 

GAINS/ LOSSES  IN  RETAIL  CATEGORIES 

1991 

11.382 

2001 

285,024,000 

55,578,046 

Retail  category 

YTD  Gain/loss% 

June  2004  Gain/loss% 

1992 

11.613 

2002 

287,676,000 

55,186,157 

Apparel/accessory  stores 

4% 

10% 

1993 

11.663 

2003 

290,343,000 

55,185,351 

1. 

Auto  supply/repair 

-6% 

-14% 

1994 

11.933 

*Population  numbers  are  roundel 

Books/stationery  stores 

26% 

40% 

1995 

11.485 

Source:  U.S. 

Census  Bureau,  E(iP 

Building  materials 

-3% 

-27% 

1996 

11.101 

Computer  stores 

22% 

3% 

1997 

11.548 

NEWSPAPER  READERS 

Consumer  electronics 

12% 

6% 

1998 

11.804 

NOT  BUYING  LEASHES 

Department  stores 

-16% 

-13% 

1999 

12.061 

Pets  of  heavy  newspaper  readers 

Discount  stores 

-17% 

1% 

2000 

2001 

12.039 

10.725 

Any  pet  (cat,  dog,  or  other  pet)  56% 

Cat  28% 

Drug  stores 

Food  stores 

-44% 

0% 

-70% 

-11% 

2002 

2003 

10.395 

10.299 

Dog 

Other  oet 

37% 

13% 

Furniture  and  accessories 
Jewelry  stores 

3% 

18% 

-10% 

17% 

*Millions  of  metric  tons 

Source:  Pulp  and  Paper 
Products  Council, 

None 

44% 

Office  supply  stores 
Sporting  goods  stores 

3% 

4% 

29% 

1% 

US. 

Dept,  of  Commerce 

Source:  Scarborough  Research 

GAINS/I  OSSFIS  IN  CLASSIFIFT)  rATF.GORIF.S 

1  STATE  OF  ADVERTISING  BUDGETS 

1  Classified  category  YTD  Gain/loss%  June  2004  Gain/loss% 

The  ANA  asked  advertisers:  Over  the  next  year,  do  you  expect  your  ad 
budget  in  newspapers  to  increase,  stay  about  the  same,  or  decrease? 

Automotive 

Education 

Other  display  classified 

-3% 

7% 

-2% 

-10% 

0% 

-8% 

Increase 

25% 

Real  estate 

1% 

-8% 

Stay  about  the  same  WM 

60% 

Recruitment 

9% 

-5% 

Decrease  ■■ 

16% 

Source:  Association  of  National  Advertisers  Inc. 
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MONTH  IN  REVIEW 


Logon  or  look  here  for  news 

Regular  visitors  to  E&P  Online  may  already 
have  seen  some  of  the  stories  below.  But 
for  those  who  would  take  advantage  of 
our  Web  reporting,  here’s  a  recap  of  some  of  ££/*’$ 
top  stories  for  the  past  few  weeks.  If  you  haven't 
done  so  already,  activate  your  registration  now 
by  visiting  www.editorandpublisher.com/activate. 


on  Thk  idh\i.  Web  site  If  you  build  it, 
LU  they  will  come,  Steve  Outing  writes. 

01  GVV’B  AND  ME  In  his  column,  Joe 
L  I  Strupp  recalls  meeting  the  future 
president  in  a  1988  close  encounter. 

on  Gunmng  for  Clifton?  After  the 
LU  Cleveland  Plain  Dealer  runs  a  list  of 
those  carrying  concealed  weapons,  a  map 
to  Editor  Doug  Clifton’s  house  ends  up 
on  the  Web  and  he  receives  hate  calls. 

AUGUST 

IHow  THE  PRFSS  VV.4S  SPL'N  Greg 
Mitchell  begins  a  six-part  daily  series 
on  how  the  press  covered  the  early  days 
of  the  atomic  age,  including  The  New  York 
Times’  “atomic  embed,”  the  first  visit 
to  Hiroshima,  the  ignoring  of  Nagasaki, 
and  the  cover-up  of  radiation  dangers. 


SLOW  Bei.o  Circ 
scandal  spreads 
to  The  Dallas 
Morning  News. 

B  LSH- WH.\CKING 
Some  observers  are 
upset  that  the  audi¬ 
ence  of  journalists 
on  hand  for  Bush 
and  Kerry  during 
the  2004  Unity 
convention  seemed 
to  be  more  partisan 
than  professional. 


Did  journos  at  Unity 
act  inappropriately? 


■in  Circ  duf.s  and  don'ts  In  a  Shoptalk 
lU  column,  a  former  ABC  auditor 
translates  some  of  the  new  audit  bureau 
rules  (and  some  others  that  are  needed). 

11  Pgaying  so.ME  “D”:  The  Dallas 
1 1  Morning  News’  publisher  says  the 
paper  will  grow  despite  current  circ  woes. 


Editorial  Cai^oon  of  the  Month 


*  IHA/EAMOSTOABOUCAL  A 

nC  Mm  AMERICANS’ 
EL£CnON.'  — — — - > 

•  - vr- - 1  TRUCK  BOMB  IN 

H  NEWYDRK?AH1«« 
^  INV^WlNeiON?- 


BETTER!  TOUCH¬ 
SCREEN  VOTING 
MRjORIDA! 


'  ''"W 


A 


ROBERT  ARIAIL,  THE  STATE,  COLUMB 
UNITED  MEDIA. 


lA,  S.C., 
,  AUG.  6 


10  Judy’s  turn 

11  to  cr\  Disgraced 
New  York  Times 
reporter  Judith  Miller 
gets  a  subpoena  in  the 
Plame/Novak  case. 

M.ASTERS  OF  VV.4R? 

Howard  Kurtz  .... 

L  Jim  Moroney  forsees 

cntiques  The  Wash-  (^^ter  days  in  Dallas 

ington  Post’s  coverage 
of  the  run-up  to  the  Iraq  war. 

'll  Sorry,  Cilari.f;y  Florida  papers 
l*f  mainly  ride  out  the  big  hurricane. 

The  al-Q.veda  fjcprfiss  In  a  guest 
column,  William  E.  Jackson,  Jr.,  says 
that  politics  may  be  calling  the  tune  in 
terrorism  alerts  —  and  newspapers  seem 
to  be  humming  along. 

10  Limited  H.ANG-OUTSTR.ATEGY  Greg 
iU  Mitchell  says  Washington  Post  editors 
responded  to  Kurtz’s  critique  on  war  with 
more  excuses  than  admissions. 

Te-VAS  p.ayoff  The  Dallas  Morning  News 
earmarks  $26  million,  mainly  for  adver¬ 
tisers,  in  circ  make-up  bid. 

Ohio  pi.ayf:rs  E^P  survey  of  21  of  84 
daily  papers  in  key  battleground  state 
finds  most  expect  a  Bush  win  there. 


ip  A  Fine  d.ay  Five  reporters  in  the  W'en 
IU  Ho  Lee  case  are  fined  $500  a  day  for 
contempt  after  refusing  to  testify  about 
confidential  sources. 

IQ  Dow"N,  and  DIRTY  ?  A  Goldman  Sachs 
lu  report  calls  newspaper  advertising 
trends  “sloppy.” 

on  WiLAT,  A  RIOT?  Top  newspapers  say 
LU  they  plan  to  send  reporters  to  the 
GOP  convention  in  New  York  City 
strictly  to  cover  protests. 

Groups  differ  on  .sourcing  Is  it  a 
reporter’s  responsibility  to  always  protect 
sources,  or  should  they  give  ’em  up? 

ANOTHER  CIRC  WAiUNiNG  Deutsche  Bank 
says  there’s  too  much  bottom-feeding, 
paid  circ  is  in  a  troubling  decline,  and 
they  expect  another  crisis  to  hit  a  major 
newspaper  soon. 

00  0\  ERTIME,  WILAT  WILL  ILAPPEN? 

LL  New  federal  rules  on  pay  for  extra 
work  may  have  some  effects  on  the 
newspaper  industiy. 

Whipping  ‘Post’  Greg  Mitchell  takes  the 
Washington  Post’s  editorial  page  to  task 
for  being  so  wrong  on  the  evidence  lead¬ 
ing  up  up  to  the  Iraq  war  —  and  for 
mocking  those  who  didn’t  fall  for  it. 
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From  HST  to  GWB 

A  UPAIBN  REMEDY 

The  candidates  are  not  always  a  joke,  but  often  a  punch  line 

CAMPAIGN  HUMOR,  HOWEVER  CORNY  OR  POLITICALLY 

incorrect,  has  long  been  a  staple  of  sidebar  news 
coverage  during  the  months  running  up  to  presiden¬ 
tial  elections.  Every  so  often,  it  vaults  into  the  lead, 
usually  to  the  detriment  of  a  particular  candidate. 
Long  before  I  covered  these  campaigns  myself,  one  of  the  first 
jokes  I  ever  heard  as  a  young  child  in  the  early  1950s  involved 
President  Truman  and  a  speech  he  allegedly  made  at  an  unnamed 
Indian  reservation  during  the  1948  campaign  against  Thomas 
Dewey,  I  barely  understood  it  or  why  the  adults  were  chuckling. 


but  in  this  knee-slapper,  Truman  gains 
increasing  confidence  in  his  address 
liecause  each  sentence  is  greeted  with 
the  tribal  shout  “Woompah!  Woompah!” 
As  Truman  departs  the  speaking  platform 
and  passes  a  nearby  unraked  horse  corral, 
an  aide  —  pointing  to  the  ground  — 
cautions  “Watch  out,  Mr. 

President,  don’t  step  in  the 
woompah  there.” 

Every  four  years,  without 
success,  I  try  to  confirm  this 
surely  apocryphal  tale.  The 
thing  is,  as  I  grew  older,  I  heard 
it  told  £ibout  Eisenhower, 

Kennedy,  Johnson,  and  Nixon. 

(The  joke  must  have  run  out 
of  steam  after  the  Watergate 
years.) 

This  year’s  run  for  the  White  House  — 
with  Iraq,  the  shaky  economy,  and  other 
national  uncertainties  —  has  brought  many 
readers  to  tears,  but  few  from  laughter. 
Many  print  journalists  have  done  as  I  just 
did:  resorted  to  history  for  attempted  grins. 

Walter  Shapiro  in  USA  Today  recently 
transported  readers  back  to  1968  when 
the  sometimes  dim  George  Romney,  the 
Michigan  governor,  a  favorite  for  the 
Republican  nod,  dropped  out  after  being 
ridiculed  for  saying  he’d  been  “brain¬ 


washed”  on  a  fact-finding  trip  to  Vietnam. 
The  famously  wiy  Democrat,  Sen.  Eugene 
McCarthy,  observed  that  “a  light  rinse” 
would  have  sufficed. 

As  the  2004  campaign  heats  up,  some 
reporters  and  columnists  have  become 
more  pointed  with  their  gibes.  Texas 
columnist  Molly  Ivins  — 
excoriating  President  Bush 
for  cheesing  off  Canada  over  the 
occupation  of  Iraq  —  wrote  that 
“alienating  the  best  neighbor 
any  country  ever  had  ranks  fair¬ 
ly  high  on  the  All-Time  Stupid 
List.”  After  all,  for  the  Canadi¬ 
ans,  “it’s  like  having  the  Simp¬ 
sons  for  next-door  neighbors.” 

Another  noted  user  of  the 
stiletto,  Christopher  Hitchens 
reviewed  in  mid-August  three  recent  lxK)ks 
on  John  F.  Kerry,  one  by  the  candidate 
himself.  Writing  in  The  New  York  Times 
Book  Review,  Hitchens  resorted  to  song 
lyrics  to  grease  the  blade  and  draw  atten¬ 
tion  to  criticism  of  the  Democratic  nominee 
for  flip-flopping  on  issues.  Hitchens  held 
that  Kerry,  instead  of  choosing.^  Call  to 
Service,  should  have  used  a  Joni  Mitchell 
tune  for  the  title  of  his  campaign  autobiog¬ 
raphy  —  Both  Sides  Now. 

After  covering  six  presidential  election 


campaigns,  I’ve  come  to  the  conclusion  that 
the  fimniest  material  comes  from  the  daily 
painful  efforts  of  the  candidates  themselves 
—  either  on  the  traU,  or  for  the  incumbent, 
in  the  White  House. 

Knowing  the  damaging  pictorial  embar¬ 
rassment  that  has  befallen  numerous  pred¬ 
ecessors,  why  would  Kerry  allow  himself 
to  be  photographed  crawling  from  a  space 
shuttle  attired  in  a  hooded  white  anti-con¬ 
tamination  suit  and  sporting  a  dopey  grin? 
Kerry,  opined  the  New  York  Post,  looked 
like  nothing  so  much  as  Woody  Allen’s 
ludicrous  giant  sperm  in  the  movie  Every¬ 
thing  You  Always  Wanted  to  Know  About 
Sex  but  Were  Afraid  to  Ask. 

President  Bush  has  his  unintentionally 
amusing  moments,  too,  frequently  speaking 
like  he’s  intent  on  conducting  a  perpetual 
linguistic  tribute  to  Yogi  Berra.  At  an  Au¬ 
gust  signing  ceremony,  the  president  tried 
to  emphasize  how  his  national  security 
folks  are  ever-vigilant  in  guarding  against 
terrorism.  Instead,  referring  to  our  ene¬ 
mies,  he  babbled,  “They  never  stop  thinking 
about  new  ways  to  harm  our  country  and 
our  people,  and  neither  do  we.” 

Newspapers  of  every  political  stripe  ate 
that  \ip.  Arizona  Republic  cartoonist  Steve 
Benson  portrayed  himself  leaving  his  draw¬ 
ing  board  in  resignation  after  hearing  the 
quote  on  TV,  flipping  his  ink  pen  away, 
hanging  a  “Cartoon  Shop  Closed”  sign  on 
the  office  door,  and  saying,  “Ain’t  no  way 
to  top  that.” 

Mike  Arrieta-Walden,  public  editor  of 
The  Oregonian,  nicely  placed  campaign 
humor  in  perspective  earlier  this  year  in  a 
cogent  column.  With  the  electronic  tsuna¬ 
mi  of  24-7  sound-bite  coverage  following 
the  “horserace”  template  of  election  report¬ 
ing,  he  wrote,  “newspapers  and  other  print 
media  [are]  even  more  crucial  in  helping 
to  separate  substance  from  rhetoric.” 

But,  he  continued,  “Readers  recognize 
that  political  junkies  are  hungiy  for  the 
humor  in  campaigns.  They  also  are  aware 
that  many  people...  need  a  way  to  be  drawn 
to  the  coverage.”  Humor,  he  concluded, 

“can  help  perk  interest.”  Amen.  1) 


John  Hanchette  won  a  Pulitzer  Prize 
during  his  24  years  reportingfor  Gannett 
News  Service.  His  column,“Campaign 
Relief”  on  the  current  election  race, 
appears  every  week  at  E&P  Online. 
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3900  East  Market  Street 
York,  PA  17402-0615 
Phone:  (717)  505-1150 
Fax:  (717)  505-1161 
sales@kbapa.com 
www.kba-print.com/pa 


fis  a  member  of  the  KBA  group,  KBA  North 
America  offers  a  complete  line  of  single-width  and 
double-width  flexographic  and  offset  printing 
machinery:  the  C0L0RM/\X/ll/SW  for  flexography; 
the  COLORA/PRISMA/COMMANDER  for  the 
double-width  offset;  the  CONTINENT/COMET  for 
the  single-width  applications.  Shaftless  drives  and 
split-arm  reels  are  featured  as  standard. 


aseview' 


Melbourne,  Florida 
(321)  242-5000 


Ann  Arbor,  Michigan 
(734)  662-5800 
www.harrisbaseview.com 


Baseview  and  Harris  fulfill  all  your  print  and 
online  publishing  needs.  Our  new  CirculationPro 
runs  on  several  systems,  including  Macintosh  OS 
X,  Windows  and  Solaris.  Along  with  editorial, 
advertising,  production  and  circulation  solutions, 
we  also  offer  full-featured  Web  hosting. 


OP  THB  MULLER  MARTINI  GROUP 


Graphic  Management  Associates,  Inc. 
2980  Avenue  B 
Bethlehem,  PA  18017 
Phone:  (610)  694-9494 
Fax:  (610)  694-0776 
vvww.gma.com 


GMA  serves  newspaper  packaging  and  distribution 
needs  with  the  industry's  most  extensive, 
technically  advanced  and  proven  line  of  high  speed 
inserting,  conveying,  bundle-building  and  bundle 
distribution  systems,  supported  by  GMA's  state-of- 
the-art  production  control  software. 


ESP's  Marketplace 
now  runs  every  month. 


-  CONTACT  - 

Betsy  Maloney  (301)  656-5712 
or 

Derek  Hamilton  (312)  583-5522 
for  more  information. 


SINCE  1  874 
TKS  Sales  of  North  America 
(800)  375-2857 
sales@tkspress.com 
vvww.tksusa.com 


The  TKS  Color  Top  line  of  shaftless  newspaper 
printing  presses  includes: 

•  Color  Top  9000CDH  (6x2)  rated  at  90,000  cph 

•  Color  Top  7000CDH  (4x2)  rated  at  85,000  cph 

•  Color  Top  5000CDH  (4x1)  rated  at  75,000cph, 
and  the  newest  addition 

•  Color  Top  4000  (2x2),  rated  at  70,000  cph. 
Additionally,  TKS  can  add  our  shaftless  towers  to 
your  existing  press  and  upgrade  your 
inking  system  to  Digital  Ink  Pumps. 


A  Pamarco  Technologies  company 


PO  Box  573 

Elizabethville,  PA  17023 
800-DGM-6119 
www.dauphingraphic.com 


Globally  known  as  the  leader  in  advanced  single 
width  press  technology,  DGM  offers  newspaper 
and  commercial  industry  presses  and  folders  With 
24  hour  emergency  service  and  an  extensive  parts 
inventory,  you  can  rely  on  DGM  for  customer  care 
and  satisfaction  of  American  made  products. 
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Mr  Joe  Ondras,  Vice  President  Sales 
WIFAG  USA 
640  Gunby  Road 
Marietta,  GA  30067 
Tel.770  850-8511 
Fax.  770  850-8550 
E-mail  JOEatWIFAG@aol.com 
www.wifag.ch 


On  the  road  towards  digital 
newspaper  printing 


The  WIFAG  evolution  371  press  is  the  world's  first 
image  data  based  newspaper  printing  press  and 
will  be  introduced  to  the  US  market  at  the  North 
Jersey  Media  Group  Production  start  August  2006. 
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Seeing  on  old  neighborhood 
through  new  eyes. 

Central  Avenue  formed  the  commercial  spine  of  Albany,  N.Y.  for  three  centuries.  Faded  Colonial  and  Victorian  archi¬ 
tecture  and  boarded-up  storefronts  now  mark  o  thoroughfare  spiraling  into  decline.  But  The  Avenue  is  not  without  hope. 
A  team  of  Times  Union  journalists  -  editors,  reporter,  photographer,  artists  and  copy  editors  -  embarked  on  o  six-month 
project  to  gain  o  deeper  understanding  of  fhe  complex  issues  surrounding  on  avenue  rich  in  cultural  diversity  and  poor 
in  revenues,  on  avenue  of  promise  to  some  and  of  despair  to  others. 

The  result  was  “Central  Avenue:  Broken  Dreams,  Second  Chances,"  o  remarkable  three-doy  series  written  by  Paul 
Grondohl  and  photographed  by  Michael  P.  Farrell.  It  gave  voice  to  hundreds  of  people  whose  stories  ore  often  over¬ 
looked — newly  arrived  immigrants,  established  shop  keepers,  down-and-out  street  dwellers,  hucksters,  musicians  and 
short-order  cooks.  The  Avenue’s  eclectic  neighborhoods  sprang  to  life  in  o  dynamic  medley  of  words  and  images 
featured  in  the  newspaper’s  pages  and  on  its  award-winning  Web  site.  Online  visitors  cruise  The  Avenue  by  digital 
video  and  hear  the  voices  of  the  people  who  live  and  work  there.  See  timesunion.com/sDecialreDorts/centralave. 

The  Times  Union  is  committed  to  reporting  on  the  diversity  of  the  community  it  serves.  “Central  Avenue:  Broken  Dreams, 
Second  Chances"  is  just  one  of  the  many  local  stories  the  Hearst  Newspapers  cover  every  day  to  deliver  excellence  to 
their  readers. 


Reporter 

Paul  Grondohl 


Photographer 

Michael  P.  Farrell 


